SPONSOR 

THE WEEKLY MAGAZINE RADIO/TV ADVERTISERS USE 



18 FEBRUARY 1963— 40c a copy / $8 ajear 



PIGGYBACKS 
GROW DESPITE 
OPPOSITION p 25 

Denver: one of 
fastest-growing 
markets p- 32 



OF THE EASTMAN KODAK COMPANY BUILDING FOR THE )964-l»6S NEW YORK WORLD'S FAIR 




SPOT TV 

VIODERN SELLING 
IN MODERN AMERICA 



TELEVISION DIVISION 




THE ORIGINAL STATION REPRESENTATIVE 



JEW YORK • CHICAGO • ATLANTA • BOSTON • DALLAS 
ETROIT • LOS ANGELES • SAN FRANCISCO • ST LOUIS 



Today's successful national advertisers use Spot 
Television nnore than ever before. They find that 
its flexibility, econonny and innpact nnake it the 
most practical medium. These quality stations 
offer the best of Spot Television in their markets. 



KOB-TV ... ....Albuquerque WVUE . . 

WSB-TV Atlanta WTAR-TV. 

KERO-TV Bakersfield KWTV 

WBAL-TV Baltimore KMTV . . . 

WGR-TV Buffalo KPTV . . . 

WGN-TV Chicago WJAR-TV 

WFAA-TV Dallas WTVD .. 

KDAL-TV Duluth.Superior WROC-TV 

WNEM-TV Flint-Bay City KCRA-TV 

KPRC-TV Houston KUTV. . 

WDAF-TV Kansas City WOAI-TV 

KARK-TV . Little Rock KFMB-TV 

KCOP Los Angeles WNEP.TV 

WISN-TV Milwaukee KREM-TV 

KSTP-TV . Minneapolis-St. Paul WTHI-TV 

WSM-TV Nashville KVOO-TV 



New Orleans 

Norfolk-Newport News 
. . Oklahon-ia City 

Omaha 

Portland, Ore 

, Providence 

Raleigh-Durham 

Rochester 
..... Sacramento 
. . . Salt Lake City 

San Antonio 

.... San Diego 

Scranton.Wilkes Barre 
. . .Spokane 
Terre Haute 
. . . . Tulsa 




42.1% (Nov. '62 ARB) of the total 
audience is delivered by WCCO Tele- 
vision in the Minneapolis-St. Paul 
market. 

This continued audience acceptance 
is the mark of "The Difference Be- 
Ivjeen Good and Great in Tmn City 
Television." It can be put to v^ork for 
you by contacting your nearest Peters, 
Griffin, Woodv(/ard "Colonel." 

Minneapolis ^^St. Paul 



Why WROC-TV bought 
Seven Arts^ "Films of the 50*1 
Volumes 1,2, 3, 4 and 5 




Says Ervin Lyke: 

President and General Manager of WROC-TV, 
Rochester, New York. 

"During the past five years, Veterans Broadcasting 
Company has had more than 4,500 different 
feature films under contract in Rochester — 
perhaps a record for features in one market. 
Consequently, I feel I can speak with some 
authority on the subject of 'comparative 
values' in films and packages. In my mind, there 
is no doubt concerning the rating value of the 
Seven Arts' 'Films of the 50's'. 

"We feel each of the five Volumes purchased 
contains not only an extremely high percentage 
of 'block busters', but equally important, 



OWN THE UN 



Agencies and clients know Seven Arts' feat 
WROC-TV will attract largest possible 
audiences within and between all conceivable 
measurement periods." 



eatures on 





SEVEN ARTS 




ASSOCIATED 




CORP. 



0 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD. s£VEN ARTS and TfE-'63 

NEW YORK. 270 Park Avenue YUkon 6-1717 Buckinjham Suite 

CHICAGO: 4630 Estes. LIncolnwood. III. ORchard 4-5105 Pick Conjress Hotel 

DALUS: 5641 Charleston Drive ADams 9-2855 Sat.Marcli 30-Weil. April 3 

LOS ANGELES: 3562 Royal Woods Drive. Sherman Oaks, Calif. 

STate 8-8276 

TORONTO. ONTARIO: 11 Adelaide St. West EMpire 4-7193 



For list of TV stations programming Seven Arts' "Films of 
the 50's" see Third Cover SRDS (Spot TV Rates and Data) 





HELLER: "How do you like that for 'The CaM 
of the North', AHyn?" 

FERGUSON: "Well, Hugh, maybe we'd better 
give up on the solo horn and use our full 
orchestra and chorus." 

1AND THEY DID! 

"The Call of the North," musical thematic 
image, was created expressly for WLOL by 
Hugh Heller and Allyn Ferguson.* It's a' hit 
with Twin Citians, for whom the "anthem" 
captures the busy beat of their cities, the 
exciting sounds of their Land O'Lakes. And 
nothing solo about it — for Minneapolis and 
St. Paul are two great cities that live as 
one . . . and listen as one to music, news 
and special events on WLOL. 

'Heller-Ferguson Inc. of Hollywood 
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WLOL 



MINNEAPOLIS • ST. PAUL 
5,000 WATTS around the clock • 1330 kc 



Wayne'Red' Williams, Kice-Pres. & Gen. Mgr. 
Larry Bentson, Pres.; Joe Floyd, Vice-Prei. 
Represenfed by AM RADIO SALES 



MIDCO 



Midi ontiticnt liriHitlciislitig (imuj} 

WLOL 'am. fm Minncapolis-St. Paul; KELO-LAND' 
tv and radio Sioux Falls, S. D.; WKOW am and tv 
Madison, Wis.; KSO radio Dcs Moines 
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JWtv 



THE FIRST W IN WJW'TV STANDS FOR ""fELL ROUNDED PROGRAMING. 

Your Storer Television Sales Representative can give you down-to-earth facts why 
Cleveland is the best TV buy in the nation. Compared to the top 15 markets WJW-TV- 
Cleveland delivers up to twice the spot audience on a CPMH basis...on prime shows. 
WJW-TV's CPMH per. commercial minute Is to less than the national average. Your 
unbeatable combination for coverage, impact and client service is WJW-TV Cleveland 
and your Storer Television Sales Representative. WJW-TV CBS ^ in Cleveland. 
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Plan now to attend 



IEEE \s special 

TV 

Symposium 



We<lii«8clay, March 27, 
2:30-5:30 p.m. 

Mor^o Hall, at tlio r(>lisciiiii, 
New York 

Hear the>e 5 trcliniral papers: 

The S»>iith (iaroliiia ETV Story 

I'arl I : R. Lynn Ivalniback, General 
Manager, Soulli Carolina ETV Center 

Part II: \V. K. Kniglil. Jr., Giief En- 
gineer, Hell Teleplione & Telegraph 
Co. 

You will view Educational Tl' on a 
wide screen via closed circuit direct 
from Columbia, S.C. Both studio and 
classroom will be .seen in actual opera- 
tion. 

Coiiipen8atioii for Dropouts 

111 TV Majjiielir Tape Kerorc)iii<! 

I. Moskovilz, Mincom Division, Min- 
nesota Mining & Manufacturing Co. 

New York City's UIIF 1 V 
Project Reports: 

.Mobile Fiolil .Sirciigth Meariurentonts : 
Daniel Iliitton, FCC, Washington, D.C. 

Analysis of .MeaMir«-in<>iiiK & OI>- 
8rr>'ations: 

George Waldo, FCC, Washington. D.C. 

Chairman: Arnold B. Covey, AT&T, 
New York 

Organizer: Clure Owen, American 
Broadcasting Company, New York 

Just one of 54 worlliwlii'k technical 
sessions at IEEE's Internalionnl 
Convention & Exhibition in Neiv 
York. March 25, 26, 27 * 28, at the 
Coliseum & the Waldorf-Astoria 
Hotel Admission: Members SI. 00; 
non-members $.3.00. Minimum 
age: 18. 



TFE-'63 is an answer I 
to a big gripe P 



A publisher's view of 
significant happenings \t\ 
broadcast advertising 



Last ycnr delegates to the NAB Convention in Chicago had 
big gripe. 

Convention speeches, snioke-filled rooms, corri(h)r greeting^ 
to ohl friends were okay. lUu the exhibit suites were isolate^ 
and |)ainlidly hard to find. Alter many complaints by broad 
casters we wrote an editorial that said: 

"One iniporiani reason why broadcasters go to an XAB Con 
\ ention is to catch up on broadcast e(|iiipinent and services. Thi 
ecpiipment phase is always nicely handled in an exhibit hall 
But "ser\ ices" are so well hidden that it would take an early-bin 
broadcaster with built-in radar and fatigue-resistance to ferre 
out all the film and radio services he'd like to see. \Vc sugges 
that the XAB consider a return to the practice oi having a serv 
ices floor at the convention." 

'I'he NAB answered by setting aside 10 x 18 feet exhihi 
booths in the congested annex exhibit hall of the Coinad Hilton 
The answer was late and not good enough. By then, the liln 
syiidicaiors — se\enteen of them — had decided to work out theii 
own destiny. 

Thus TFK (Television F"ibn Exhibit '(53) was born. Tlu 
lilin companies rented the whole second floor of the Pick-Con 
gre.ss Hotel (strategically located oidy one long block from thv 
Hilton) . set up some workable ground rules, and were in busi 
ncss. 

Suites will be open from 9:30 to 9:30 SatunFay. 30 March on 
Under the effecti\e leadership of Robert Rich ol Seven Arts am 
Robert Scidelman of Screen Gems the fdm outfits will entcrtaii 
and exhibit on a single floor. They will also jointly sponsor a 
big reception. 

Some such action was bound to conic. It serves a need and 
will draw crowds. It will be properly run. But it operates on a 
sj)linter basis because the NAB didn't think the problem out 
The film syndicators, and other services, are entitled to Conven- 
tion rcj)resentatioii and facilities that fit the need. We suggest 
that the N.VB make suitable arrangements next vear. 




NEXT WEEK IN SPONSOR 

"Television and the Food Broker"-More and more, the local 
broker for national products is called in to advise on selec- 
tion of local media. A special SPONSOR study next week 
probes what food brokers think of tv and radio, and what their 
unique role is in products' use of air media. 
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CAP'N JIM'S POPEYE CLUB Monday through Friday -4:30 PM 

BY WILLIAMS' MICKEY MOUSE CLUB Monday through Friday - 5:00 PM 



CHANNEL II \ 

PITTSBURGH 




Represented nationally by Blair-TV 



^555 /FIFTH I ^^^'^^ 



ABC RADIO AND SINDLINGER 

Tlic radio industry, at larj^c, is 
greail) iiidel)tc(l lo the higli toiir- 
age forceful enterprise of l?ol) 
I'aidey, president ol AliC; Radio 
Network, in the lace oi wliat has 
heen niinored some strong oppo- 
sition, in buying tlie Sindlinger ra- 
dio measurement, iheiehy higli- 
lighting lor all to see, the hiihcrto 
gross underestimation oi national 
listening, 

Fnrtlierniore, the estal)lislied suc- 
cess of Sindlingei research with 
sudi national gianis as C>M, dn 
Pont, Kord and Clnvsler, would 
presuppose that A] Sindlinger is 
on the right track with his new ra- 
dio measurement, and, hy this 
means, the great impact of nation- 
al radio listeinng may he even fur- 
ther stressed to national advertis- 
ers and their advertising agencies. 

I would al>,o like to congratulate 
si'onsor's pnl)lisher on his excel- 
lent siimmari/ation of this verv 
signidcaiu development in the field 
oi radio researc h. 

NOEL RHYS, executive vice president. Keystone 
Broadcasting System, New York. 

TELEVISION TAPE 

Nfay we express our sincere con- 

T'l 'I i"i iir II' r iiiiiiPi.ii I'll in i ■, n ir "a nr m i,' 



FEBRUARY 

Midwest Advertising Executives Assn. 

semi-annual meeting: President Ho- 
tel, Kansas City, Mo., 19-20. 

International Radio & Television Society 

round table luncheon: Hotel Roose- 
velt, New Vork. 22. Discussion of 
"America's Voices Abroad"; produc- 
tion woiksho]): Hotel Roosevelt, 
N. Y., 27. 

Broadcast Pioneers tliii<l annual mike 
award banquet: Anieiicana Iiotel, 
New Voik, N. y., 2,'). 

International Radio & Television Society 

Spiiiig tiiii<'l>nyinj{ and selling semi- 
nar, CIlS Radio, \rw York, eight 
saccesM\e Mondays slarling 2.">, ex- 
cept for one I iieMlav session I'.l 
.March. 

National Assn. of Broadcasters annual 



gratulaiions lor your enlightening 
and encouraging artic le " Television 
Tape Clhallcngcs Film" (2r> (ann- 
ary) . Being achertising and pub- 
lic relations counsel lor .Vcine Film 
Laboratories, needless to say we 
are most appreciative. 

In the e\ent ol any fiiiure arti- 
cles on this sid)ject, we would like 
to draw your attention to Acme's 
lull name whic h is .Acme Film Lab 
oratories, Inc. Due to the midti- 
tiicle ol (inns operating nnder the 
name "Acme," our client has ex 
perience d.some confusion and an\ 
clarification would be a great help. 
GENE BEHRMAN, Anderson-McConnell Advertis- 
ing Agency, Hollywood, Calif. 

'TRULY PROVOCATIVE' 

A truly provocative take-out, your 
e.ssav' on the current cultural build- 
up ("'Fv and the cultural explo- 
sion," 28 jannary) . 
JACK PERLIS, New York. 

TV BASEBALL BLACKOUT 

'Fhere has been so much publicity 
in recent months emanating Ironi 
the Detroit Lions' general manager 
l-'dwin |. Anderson's office that 1 
thought you might like the other 
side of the story. We clo not be- 

I'li I' "If II IP I iii II I III ii'" III! nil iiiiiw nil iiiiiite' 



coDteience of the slate association 
presidents: Shoreham Hotel, 26-27. 

American Assn. of Advertising Agencies 

southwestern council meeting: Shera- 
ton Dallas Hotel, Dallas, 28-March I; 
Michigan council meeting, Rackham 
Memorial Building, Detroit, 19. 

Assn. of National Advertisers workshop 
on l\' advertising. Hotel IMa/a. Xew 
York, (> .Match. 

American Women in Radio and Televi- 
sion, New York City chapter, "Projec- 
tion 'f),t" panel discussions, McCaiin- 
F.iickstm conference room, Nevv- York, 
9 March and 6 Apiil. 

Toy Fair OOth annual exhibit, 1107 
IJi'oadway, New York, 11-10 March. 

California Broadcasters Assn., annual 
meeting, Mark Hopkins Hotel, San 
Francisco, 7 March. 

I III Ml IT SI III 111' II » III ,iii i|i| nil II III iiTiiir 



lie\e that we would l)e fidfiliing 
oiM" obligation to our audience in 
outstate Michigan if we lelt unchal- 
lenged Mr. Anderson's statements 
and apparent desire to black out 
W'JLM-TV' from the homes games 
in"l!)f)3. 

Disregarding an agreement made 
with the station prior to the 1002 
.sea.son that no action would be 
taken during the season, he re- 
newed his campaign in ()c tc)l)er T)2 
to ha\e \\'|L\I-T\' blacked out on 
the basis that their telecasts were 
allecting home game atiendance. 
Neither (lonimissioner Rozelle nor 
i'AiS took anv action at that time 
and all games were telecast on the 
Lansing station during the lS)r»2 
season. 

-Anderson has now recpiesied that 
during the 1%3 season WjIM-TV 
either reduce their power when the 
Lions are playing in Detroit or be 
eliminated from the network, stat- 
ing that "we only experienced two 
complete sellouts in lOfil and '02" 
and that "Lansing was penetrating 
the Detroit market to the extent 
that our home attendance was real- 
ly being hurt." 'Fhe I^ions' GM in 
his recjuest al.so refers to an audi- 
ence study which he states sub- 
stantiates the fact that the Detroit 
market was subjected to severe 
penetration l)y the l^ansing station. 
In no instance has he given figures 
to prove his statements or refuted 
the fact that WjlM- IA^ offered to 
subscribe to the survey but were 
refused the right because Ander- 
son stated that he "did not care to 
share the report with other parties." 
Fhe residts and accnrac v of his sur- 
vey and his aparent determined de- 
sire to prc)hil)it \\'JIM-TV Irom 
televising the I.,ions home games for 
the benefit of lans in outstate Mich- 
igan remain a mvstery , , , partic- 
idarly in view of the fact that offi- 
cial figures for IJons home game 
attendance during the past three 
years show a healthv increase each 
year. Following are ihe olficial 
home attendance figures lor the 
past three vcais: I'lfiO— 288,.")88; 
1% 1—327,098 (ISl/,",, increa.se): 
1<)02— SS/..^.^ (<)p„ I'ncrease). 

HAROLD F. GROSS, president, WJIM (AM & TV) 
Lansing, Mich. 

• Only a portion of Mr. Gross's full state- 
ment is reproduced above. If you would like 
the full text write to Mr. Gross directly. 



'^4-WEEK CALENDAIt 
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One man's «t)80,000 is anotlier man's $88,000. 



Silling in an ailvcrlisinf; confcrcnco, il's easy lo lose sif;lit 
of how much 880,000 is. 

It can bo Iwo commercial miniiles on a nalional nifihl- 
limc network. Or il can be a two-pape spread in McCall's, 
including moderate production costs. The same $80,000 
can be a thousand-line newspaper ad in seven tv-fi\e cities. 
By the rate card, 880,000 is 880.000. 

But., .in terms of impact and persuasiveness, the same 



sum can give \ou a fair return, short-clidiige )ou. or de- 
liver value-plus. A 10' 0 improvement in what you say and 
how you say it <:an make your 880,000 perform like 
888.000. On a million dollars, it can give you extra value 
in the sum of SI 00.000. 

Worth going after that 10% improvement? Or 20%? 
Or more? Of course, it is. 

YOUNG & RUBICA.'M, Ath ertuhig 
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MULTI-CITY TV MARKET 




316,000 WATTS 



Hercules Powder Company 

WGAL-TV delivers a loyal, responsive audi- 
ence. This unequaled viewer following results 
from fourteen years of pioneering, finest facil- 
ities, and the most complete and modern 
equipment in the area. Channel 8 is the only 
single medium in this entire region that assures 
full sales power for your advertising dollars. 

WGAL-TV 

Channel 8 



STEINMAN STATION • Clair McCoilough, Pres. 



Representative: The MEEKER Company, Inc.- New York • Chicago • Los Angeles • San Francisco 
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Top of the news 

in tv^radio advertising 

18 February 1963 



7962 A GREAT YEAR FOR SPOT TV, CBS, SET SALES 

H)()2 was a banner year in bioadcastiiig. Three industry sources reportinj" last 
week provided dociiincntaiion. Spot tv recorded $72 1 .2-niillion in billings, u|) 
17% over I9()l. a percentage increase iop|)ed only in 1959 since TvB-Rora- 
baiigh began reporting data (page 5(1). CHS, Inc., in its year-end report, 
showed net income up .^2% in 19()2. Xet sales for CHS soared to S509..S-niil- 
lion (page 48). TV set sales were the best in 19G2 since 1956 while radio 
set sales hit an all-time high, according to ElA (page 46) . 

BATES MERGES AND REORGANIZES MEDIA OPERATION 

In a major agency reorganization last week. Ted Hates took these actions: 
Richard A. R. Pinkham was named head of a merged program and media de- 
partment. A planning connnittec was named for the new department with 
Pinkham as head and William J. Kennedy as executive director. Associate 
media director titles were eliminated. Martin J. Murphy, William T. Kcni- 
merer, Winston W. Kirchert, Robert P. Engclke and Norm H. Chester were 
named media directors. A director of spot buying is yet to be selected. 

TIE-IN PROMOTIONS ARE PRODUCTIVE, ANA CLINIC REPORTS 

Tie-in advertising can be very siicccssfid. but it takes a lot of give and lake. 
Ward F. Parker, J. Walter Thompson, v. p. and coordinator of marketing- 
merchandising services, reported at a Ne\\' York ANA conference on tic-ins. 
Another speaker, J. F. Donovan, advertising vice president for AMF Pinspol- 
ters, told of his tie-in with Heccham Products which resulted in 3.8 million 
Brylcreein and Silvikrin sales units for Heccham and 800. 000 games of bowl- 
ing. 

RAB AND NEWSPAPER BUREAU EXCHANGE WORDS OVER STRIKES 

Newspaper strikes continued in New York and Cleveland with the newspaper 
Biueau of Advertising and RAB exchanging words. The newspaper bureau 
said the RAH study on buying unwittingly proved the efficacy of newspapers. 
RAH mgcd the newspaper bureau to do some research of its own. pointing 
out that Federal Reserve figures aren't the only clue to the health of the econ- 
omy in these cities (page 66) . 

WEEKLY SALES INDEX AHEAD IN 7963 

Federal Reserve's weekly sales index shows business rimning ahead in early 
1963. The index, with 1957-59 ccjual to 100, showed the week of 9 February 
at 90, against 85 last year. Week of 2 February was at 83 against 82 last year; 
\v'cek of 26 January at 82 versus 84 in 1962; week of 19 January at 94 against 
90 a year ago and week of 12 January at 99 against 91 in 1962. 
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Top of the news 

in tv/radio advertising 

(continued) 



PUBLIC TURNING COLD SHOULDER TO INFORMATION PROGRAMS? 

Tl' (.u 'ulc editor Merrill P;iniiiit claimed tliis was the case last week in a talk 
to the IR'l S. He said the viewer is just plain "bored with race, S])ace. reds and 
leds. " Give iudepeiideiit |jrodueers. he said, an o|)|)()rtiiiiity to jiroduce public 
allairs shoA\'s. subject to iietA\'ork editorial control. He called many iniornia- 
tional sliOA\'s "didl and repeiiti\'t* and |)retentious." 

RADIO GROUP SELLING PLANS STIR NEW CONTROVERSY 

Radio i;roup selling came into the linieliglu A\'hen McClaA'ren-C.uild dropjjed 
its grou|) jjlan charging that it AWts a iorm ol rate cutting. Rejjlies both in 
supjjort ol and against Mc(iavren-(.inld came Irom a number o( representa- 
tives. Robert E. Eastman called the A\ithdraA\'al "an adnnssif)n ol A\eakness" 
(jjage 3S) . 

CBS COMPLETES ITS FALL NIGHTTIM^ TV SCHEDULE 

Al a very early date, CBS W last A\cek Avrapped up its fall nighttime schedule. 
Seven new shows are listed: My Faxioy'ile Marlioii. Jiicly Gtirluiicl. East Side. 

Side, Whistle Stof), Ddiniy Kayc. I'he Free (iiid the Hraxic, and /V;// .S/7- 
vrrs. Worth nothing is that only two uetA\'()rk-sol(l Westerns remain on the 
schedule (page 48) . 

FTC ORDERS HOLLYWOOD BREAD TO CHANGE ADVERTISING 

The Eederal Trade Connnission added a new company to its complaint list. 
Vatioiial Bakers Services, Inc. Said the FTC: stop saying "Hollywood Bread" 
(a popular t\ l)rand) has lewcr calories than other coiuniercial brands. The 
F rC said oidy the slices were thinner, not the calories. Xational has 20 days 
to lile exceptions and the order is not final. 

RUSSIANS ORDER NBC TO CLOSE MOSCOW BUREAU 

The Russians and NBC tangled last week. Soviet displeasure witii two s])on- 
.sored NBC documentaries on Stalin and Kinusliciiev brought tiie action. .VBC 
protested to Ru.ssia and called on tiie Stale Department lor a.ssistance. and was 
joined in protest by CBS News which jjrotesteil to the Russian Foreign Minis- 
try. 

PIGGYBACKS GROWING; STUDY SHOWS INCREASED EFFECTIVENESS 

Piggyback connnerciais continue to grow in use despite prolestsol broadcasters. 
New BBDO reseaich indicates a 3(l-second commercial in a back-to-back posi 
lion with another .HO appears to perform at least 1»0' as well as a 30-stcond 
all by itself in a regular commercial ]K)sition (page . 

SPONSOR-WEEK continues on page 14 
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Why Chevy sales hmii in Cleveland 





1 Icai tccl Jim" Coiuiell 
sells Clicvys oil one side ol 
t()\vii.''Strai<5lit Sliootiu' 
EcP'Stliiii sells Clic\ ys on the 
other. They coiiij)etc.Tlicv 
call each other names. On 
WHK RADIO. It's a Iriciiclly 
Icticl over w ho can sell the 
most Chews. I hcv've hccn 
leiidin* lor three years and 



diey'rc both on top of the 
market. On one Mihjcct they 
a<>;iee:''We have foniid WHK 
to he the shoj)pni<^ center of 
Cleveland Radio stations. 
WHK enables iis to reach all 
scjiinciits of the Cleveland 
auto market!' You. too, oughta 
buy tlic Number One station * 
WHK RAD1().( LEVELAND 



.ME I KOPOl.rrAN llliO.\l)C;ASTINC. KADIO, KEl'RESExVrri) BY METRO H\D10 SALES 
JACK THAVEKA'. I'. AM) GENERAL MANAGER A DI VISIO.N OF MEl RO.MEDIA, INC. 



OOPER, JAN. MAR, ]960— DEC. 1962— JAN. 1963 
ULSE. MAP, 1960— AUG-SEPT. J962 



^cnr*,'^ '"^no ikirru top of the news 

wi I Wit'* WW tiiliV in tv/radio advertising 



(continued) 



NEW PRODUCTS KEY TO GROWTH AT COLGATE-PALMOLIVE 

New protliicis helped to siiimiluie eaniiiif>s ;ii Colgale-Pahnohve in I9()2, 
iioie.s C.eorgc II. Lescli. cliainiiaii and presiileiil. Iniproveiueiil in earnings, 
Lesch said, is in aciordance wiili ihe proj^raui loiiniilaled in MJ61 lo siinuilaie 
(lie grouih oi the company ihrouf^h ilie iniroduci ion ol new prodiicis. While 
ihis program rccogni/ed (lie heavy initial development and marketing ex- 
penditures iiecessarii to introduce new products successfully, it nevertheless 
provides lor modest improvement in the company's earnings during the earl\ 
portion ol ihe program. 

NEWEST GUESSING GAME: IS MINOW RESIGNING? 

FCC chairman iXewton M inow was reported as resigning this spring. Minow 
neither denies pid)lished reports to this eliect. nor continns ilieiu. Even if 
Minow resigns iht hel is thai ihe FCC's direction will not change, ihough it's 
doid)iful his siictes.sor will be as colorlul wiiii words (page 5;5) . si'o.xsok re- 
ported the likelihood of Minow''* dei)ariurc SI December. II he goes lo Ency- 
cloj'edia liriiamiica. as rumored, his boss would be Maurice Mitchell, former 
HAI5 (now RAB) president. Possible jjarailei exists between Mitchell and 
Minow in that Mitchell who did an outstanding job at BAB. left because of 
broadcasting politics, and Minow may leave KCC because of Wasiiinglon jjoii- 
tics. 

ADVERTISING MUST IMPROVE, COLLINS TELLS HOUSTON FORUM 

Advertising in this country is going to have to make some finidamcntal ma- 
jor improvemcnis in its abilities to assist ever-increasing (|iianiilics of peo|)le 
to obtain evcr-iiigher quality oi products," NAB president l-eRoy Collins 
said Friday in an address prepared for the Houston .Vd Forinn. Americans 
aren't ciiildish, he said, and "advertisers and broadcasters are going to find an 
increasing resentment of sucii treatment wiliiin the audience." \dvertisers 
nuist reckon with the intellectual explosion and must take into accoimt "that 
he. him.self. is contribm ing an increasingly larger part of the thrust which is 
producing it." 

NEWS AT DEADLINE 

Chrysler Corp. signed to sponsor Bob Hope for 48 weekly hoiu" shows on 
NBC V next season through Yoinig V Rid)icam. Chrysler \s'ill also co- 
sponsor the W^trld Series, All Star Game, Roscbowl and lilue-CJray game . . . 
\\^^llace Lcpkin joined the New York ollice of F'oote. Cone &: Btlding as man- 
ager oi the research department . . . John Karle l.oog was appointed national 
advertising manager of I'rocter-Silex Corp. . . . Seiuuor \'ance Hartke (Indi- 
ana) was set as featured speaker lor the eighth amuial conference of the Stale 
Broadcasters Assn. Presidents in ^\'ashingloll, NAli announced. 

SPONSOR-WEEK continues on page 45 
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WHY YOUNG DETROIT PEOPLE 
STAY HOME SUNDAY AFTERNOONS 




Famous singing star Brenda Lee with WXYZ-TV dee-jays Lee Allen and Joel Sebastian, 

. . . to watch their show "Club 1270"* on WXYZ-TV! Overwhelming acceptance by Detroiters 
is making it one of the most popular television shows in Detroit. ■ One reason: Guest shots 
by national recording stars like Brenda Lee and Dion . . . resulting in outstanding ratings 
for "Club 1270." A special Trendex report showed the pilot for "Club 1270" viewed on 
New Year's Eve received 49.6 share of the audience, reached 267,800 homes and was 
watched by 1,499,600 people. An impressive rating of 24.0 put "Club 1270" far out in 
front of the competition. M Proof that WXYZ-TV delivers the programming and personalities 
to reach the right people at the right time. When your media plan calls for concentrated 

television coverage let WXYZ-TV deliver for you. *The frequency of sister station WXYZ Radio. 

WXYZ-TV DETROIT 

AN ABC OWNED TELEVISION STATION 
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^DATA DIGEST 



Basic facts and figures 
on television and radio 



Regional variations in viewing 

Averages are (|uiie Iretiueiuly misleading. While figure, 
are often [niljlislied on the top shows nationally, rarely doe. 
one see the market hy market ratings. Though the com 
posiie of all markets may make a show the numlier one na- 
tionally, the market h^ market picture may show a program 
ranking below the top 15 in many instances. 

\s ratings for an individual sliow vary market hy market, 
so do viewing [xuterns in the various regions. For example, 
in i\()vend)er and December 1962, the average home \ iewed 
television 5.5,S hours })er day, according to A. C. Nielsen. 
Yet in the East Central states, the average home viewed tele- 
vision hours })er day to lead the list while in the ^Vest 
Central states, viewing was 5.17 hours per day. 

In many i>arts of the country, viewing drops more sharj)- 
ly in the sunnner months, yet in the South the droj) is not 
nearly as great. In fact, in July-August 19()2, the heaviest 
viewing was one in this area — 1.58 hours per day. 

The charts below show the \ iewing in the total IJ. S. for 
I he past three years in hours and |)arts thereof, in addition to 
die viewing patterns l>y regions, as reported hy \. C. NieLsen: 



TOTAL U.S. 

1960 



1961 



1962 



Jan.-Feb. 

Mar.-Apr. 

May-June 

July-Aug. 

Sept.-Oct. 

Nov.-Dec. 



5.92 
5.58 
4.45 
4.08 
4.97 
5.72 



6.07 
5.47 
4.55 
4.18 
4.92 
5.59 



5.97 
5.47 
4.41 
4.21 
5717 
^53 



Check Pulse and ilooper . check 
ihe resulls. You don'l have lo be a 
Rhodes scholar lo figure oul why- 
more national and local adverlisers 
spend more dollars on WING lhan 
on any other Dayton station. WING 
delivers more audience and sales 
Think BIG . . buy WING! 



roberl c. caslman & Co., inc. 



DAYTON... Ohio's 
3rd Largest Market 



Jan.-Feb. 

Mar.-Apr. 

May-June 

July-Aug. 

Sept.-Oct. 

Nov.-Dec. 



NORTHEAST 

I960 



1961 



1962 



5.84 
5.55 
442 
3.79 
5.09 
5.76 



6.01 
5.46 
4.72 
4.07 
5.14 
5.75 



6.10 
5.66 
463 
3.98 
5^ 
5.73 



{Please turn to page 11) 
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Philadelphians love a parade! Particularly "The Mummers' Parade," a jubilant, spectacular New Year's 
Day classic that's high, wide and handsome as Broad Street itself, and just as much part of the local 
Philadelphia scene. That's why TV lO's annual coverage, capturing all the high-stepping excitement of 
the parade, is eagerly anticipated, widely viewed: this year, more than 1,000,000 Philadelphians tuned 
to the 4y4-hour broadcast of the celebration. Bringing Philadelphians what they want to see most is 
something CBS Owned WCAU-TV does best. And one of the things Philadelphians want to see most 
is WCAU-TV, the number one television station according to both Nielsen and ARB. ®WCAU-TV 



So KPRC-TV 
has the jump 
on us. 

So their signal leaps 
out in a 75 mile 
radius 7 days a week. 
So they're faster 
than us. 
And smoother than us. 
And better-looking than us. 
And more accurate than us. 
And better salesmen 
than us. 
But I ask you: 
can they offer 
anything to match 
a mother's love?* 



*No, but we try . . . with 
five plans, 10 plans 
and 20 plans . . . 
and the world's most 
considerate coddling! 
Find out for yourself 
by calling any 
Edward Petry & Company man. 

K PRC -TV 

Houston's Channel 2 Station 








A 



Courtesy of Qantas Empire Airways, Ltd. 
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'SPONSOR-SCOPE 

18 FEBRUARY 1963 / c«pyri,ht 1953 

Has the time come for the sellcra of radio to siilmicrge their own special inter- 
ests and agree to a set of groimdrules for supplying advertisers with npdated in- 
formation about the medium? 

There's a school of thought among major radio reps that a move in that direction would 
be not only opportune but also do a lot to advance the medium's selling power. 
Their disposition might be summed up in these points: 

• Six different s-tudies or presentations, each taking a different line of contcution and 
based on varic<l research sources are about to be released. 

• The conflicting citations and approaches would lend to confuse the prospective buyers 
ami create a Tower of Babel in the market place. 

• It would be to radio's benefit if the sellers of radio could for a while adjourn competitive 
selling within the medium and instead combine their efforts in joint undertakings. 

• The first step would be to find out from buyers just what sort of information ihey could use. 
The next step would be to lay down a set of groundrules that would satisfy the various facets 
of radio selling and to apply such groundrules in individual promotional project.s as well 
as joint efforts. 

• What would give the movement both substance and momentum is the selection of some 
source to take on the leadership. A logical candidate is the RAB, with the newly ap- 
pointed Ed Bunker at the helm. 

The scope of the P&G commitment with CBS TV next season is without parallel 
as between any one account and a single network. 
The highlights of the ramifications of this alliance : 

• In nighttime alone the minutes will total 14 per week, with this melange including 
alternate half-hours on Whistle Stop (Tuesday), the Dick Van Dyke show, the Nurses, Alfred 
Hitchcock and Gunsmoke plus a minute a night on evening CBS News. 

• P&G will have more nighttime minutes going on that network than what had been CBS 
TV's biggest customer. General Foo<ls, which even with its expanded buying for the fall will 
show a nighttime alignment of 13V^ minutes. 

• Even with its maximum discounts, P&G's weekly CBS TV billings (time and talent) for 
nighttime will come close to 6500,000. A conservative estimate for P&G's daytime load on 
that network $200,000 a week : 

• Of special note in the P&G-CBS TV entente is the fact that the nighttime roster doesn't 
include a single spot carrier. 

Item: From present indications P&G's 1963-64 buy at NBC TV will be limited to the P&G- 
controUed Grindle series (replacing Car 54) and an alternate half hour on the Virginian, 
making a total of 4^ minutes a week. At ABC TV the basic accommodation at the moment 
is a minute and a half on Ben Casey. (Last fall P&G carried 9^ minutes on ABC TV.) 

Item: Lever will stay with its present CBS TV alternate-week family. 

Credit Brown & Williamson with a singular breakthrough when it assumes an 
alternate week half-hour sponsorship of NBC TV's the Breaking Point in the fall. 

The cigarette company will use up its time allotment with a 90-minute commercial on 
alternate weeks and on a regular basis, without chopping up the minute and a half coining 
between alternate weeks. 

There have been 90-minute commercials but tlieir inclusion has been limited to docu- 
mentary and entertainment specials. 



Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 
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Continued 



Ted Butes has taken a leaf out of the Benton & Bowles book and consolidated 
its media and program departments under a single head — namely, Dick Pinkhani, 
sr. v.p. and a member of the agency's executive committee. 

The merged sections will be known as the media and program department with Pink- 
ham chairman of a newly formed planning committee, which will function over all 
media as well as program buying. 

For details of new appointments and media committee organization chart see page 11.) 

Two tv spot selling organizations have embarked on a hard drive, founded on 
research, to wean away agency copywriters from their almost hypnotic preoccu- 
pation with minute commercials. 

Tlie duo, TvAR and CBS National Spot TV Sales, have this objective: persuading 
these creative people that their messages in 20-8econd units can be as effective as the 
minute. 

However, there is this difference between the two firms' approach : the CBS arm's presen- 
tation, now making the rounds of agencies, is directed at the entire accomit group, whereas 
TvAR's presentation, which will be ready in about a month, is designed mainly for the agen- 
cy's creative clement. 

Sundr}' tv station managements are in a tizzy about the fact that agencies have 
been able to slip by their policy against spot piggyback commercials. 

Their plaint is that certain agencies have been able to get away with it by holding oft 
delivery of the commercials until practically the last minute, with the result that the 
station's traffic personnel are disposed to let a piggyback go through rather than leave a hole 
in the log. 

The station manager often doesn't know that this has happened until he chances to catch 
the spot. 

Where such station managers and their reps differ about rectifying this situation: the 
station man holds tliat when a rep salesman takes an order for a minute he should make 
sure there won't be a piggyback, whereas the rep argues that it is incumbent upon the 
station manager to make his operation so tight that a pigg)'back can't be "sneaked" through. 
In other words, make it automatically rejectahle. 

The news and documentary specials on the tv networks in December emerged 
with one of the best monthly audience averages in some time. 
Here's how they fared according to the NTI: 

PROGRAM NETWORK AVG. PERCENT AVG. HOMES 

Pearl Harbor— Unforgotlen CBS TV 12.1 6,026,000 

The Tunnel NBC TV 20.7 10,309,000 

Polaris Submarine NBC TY 11.6 5,777,000 

Cuban Refugee Arrival CBS TV 20.5 10,209,000 

Average 16.2 8,080,000 

CBS TV has virtually sold out everything it's schcdule<l on the sports front 
this year up to football. 

llie golf sponsorship roster: the Masters, Travelers, Cluett-Peabody; PGA, Pabst, Loril- 
hird, Goodyear, Georgia-Pacific. 

The Triple Cro^vii horseracing alignment: Lorillanl, Pabst, Melnor Industries. 

The Game of the Week: FalstafF will take half, with the rest sold in minutes. 

Sunday Sports Spectacular: Ford, Schlitz, Rise. Lorillard, Vitalis. 

Item: A baseball preview will probably be added Saturdays, with the two commercial 
breaks going for $3,000 a minute. 
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Continued 



Qirysler (Y&R) lias realigned itself with NBC TV for 1963-W but this time 
with an assortment of entertainment and facilities that couhl hike the autoinotiv<- 
coinpauy^s cost up as high as $11 million on the season. 

Tlie programing consists of nine Bob Hope specials ($400,000 net each) and 22 epi- 
sodes of an hour dramatic anthology series that will be produced under the Hope name 
and will have him as host. Tlie time: Friday, 8:30-9:30 p.m. 

Chrysler will have here what it deems essential, namely, color. 



ABC TV is telling agencies that it will make an even greater effort than last fall 
to get an early start on its 1963-64 schedule. 

A couple seasons back the network came to the conclusion it was giving its competitors 
needless advantage as to ratings by late unveiling of new product. 

Helpful to the resolution: 49-50-week contracts were issued for the current season. 



With the prices that the tv networks are asking for new fall fare, agency nego- 
tiators figm-e that the average package price for a nighttime minute will fall some- 
where between $42-43,000, minus discounts, combining originals and repeats. 

That's about $2,000 above what it averaged at the start of the 1962-63 buying season. 

CBS TV has a couple of them, Judy Garland and Danny Kaye, that figure out to around 
$50,000 a minute. 

Some of the New York sellers of radio appear somewhat nonplussed at a 
change that Nielsen will be making in reporting the auto plus data for stations in 
the metropolitan area, 

Under the old system the outside-the-home audience was segmented ani»ng the various 
stations, with the shares of this based on the in-home ratings. For example, if a station got 
an in-home rating of 10 and this represented a 50% share of all home listening, a proportion- 
ate share of the car plus audience would be credited to it, giving that station a rating of 12.5. 

The New York reports published in March will merely show the auto plus figures 
without reference to individual stations. 

In other words, stations will have to do their own addition. 



At least in the tuatter of percentage the newcomer situation comedy did a little 
better this season as against the previous one when it came to the tv network 
nighttime winnowing process. 

The casualty rate for that type of entertainment this time hit 75%, whereas for the pre- 
ceding season (1961-62) the elimination level was 81%. 

The breakdown of casualties vs. survivors by type among the program series that 



debuted last fall: 






'62-63 


'61-62 


CATEGORY 


CASUALTIES 


CONTINUING 


CASUALTY ^{ 


CASUALTY % 


Situation comed\- 


9 


3 


75 


81 


Westerns 


i 


2 


50 


66 


Drama anthologies 


s 


2 


70 


50 


Adventure 


1 


1 


50 


66 


Variety 


1 


1 


50 


66 


Suspense-Crime 


2 


0 


100 


71 


Others 


3 


1 


75 


60 


TOTAL 


23 


10 


70 


68 
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Spot ra<lio's ever dependable Salada Tea (lloag & Provaiulie) wiJl he hack in 
the medium for a spring run of six weeks in 60 markets. 

Starting date is 1 April and the schedules will be for 20-30 spots a ^veek. 

Tlie entry of Filch into tv witli a dandruff remover shampoo^a much crow<le<l 
fiehl at the moment — suggests a twinge of nostalgia for ohler radio addicts (renirm- 
l)er llie Fitch Bandwagon?) and a bit of speculation for toiletries marketers. 

'Hie speculation: how come Fitch, after these 20 years in which the hair treatment business 
has gone through multi|)le product variations, is hack to challenge the shampoo field? 

ITie answer could l)e simply this: Grove Laboratories, which now owns Fitch, saw in the 
I'^itcii name, one automatically linked with dandruff problems by the over-30 con- 
sumer, a natural candidate for the currently hot dandrud remover shampoo market, and is 
doing it in a big way. 

This specialized sector of the cosmetic market has in the forefront such brands as Enden 
(llelene Curtis), Subdue (Alberto-Culver) and Head & Shoulders (P&G), all flailing away 
with tv as the main atlvertising tool for a healthy chunk of wliat they hope will be the 
big thing in hair attention. 

Alberto-Culver has still another recruit for the dandruff control sweepstakes. It's a dress- 
ing called Patrol, out of Compton. 

In another area of the hair care front, Toni keeps coming up with such new 
items as a Jumbo Home Permanent an«l a different variation of hair spray under 
the White Rain label. 

The Jumbo article features the latest in large size rollers. 
Buying for tliem in spot tv should start soon via North. 

Agency researchers have noticed this season that the early evening audience 
share among network stations has been perceptibly on the down trend. 

In other words, the independent stations have been maintaining a 20% share, where- 
as, traditionally it's been around 16%. 

Agency marketers have noticed this trend in the merchandising of trafTic appli- 
ance items: manufacturers installing their own demonstrators in selected outlets. 

Tbe one variation compared to the oldtime arrangement is that the manufacturer -paid 
ilemonstrators are supposed to integrate themselves with the store's clerical force, a 
la the fasbiim of cosmetic demonstrators. 



Esty has found a buyer for a sixth of the tv sche<lulc of the N. Y. Yankees 
this fall, namely Esso (McCann-Erickson) , but there's a sixth remaining open. 

The other two-thirds are split between R. J. Reynolds and Ballantine. The whole 
|>ackage comes to around $2.8 million. 

Incidentally, Brown & Williamson has picked up a third of the N.Y. Mets' games 
on a five-vear contract negotiated with Rheingold fJWT), owner of the rights. 



After CBS TV has wrai)i)ed up its nighttime commitments for the fall, soon 
the roster of advertisers and you'll be struck by the network's dominance in all 
leading facets of the package goods area. 

This dominance applies to foods, drugs, cigarettes and soaps, the last underscored 
b) the fact that it's got the bulk of the two top giants in that field, P&G and Lever. 



SPONSOR/18 FEBRUARY 1 



In Indianapolis— people are listening 

for the "Sounds of the cnv " 



The "Sounds of the City" arc keeping people attuned — 
and tuned — to WFBM in Indianapolis! 

At any moment they might hear a just-for-fun broadcast 
from a city school-yard at recess ... or an interview with 
anyone from a visiting celebrity to a local shoe shine boy. We 
have even sent our man up on a girder to interview a riveter 



at work high above the city's skyline. 

In short, our audience expects the unexpected from 
WFBM Radio ... and they listen for it. WFBM has their 
attention. 

If that sounds like the climate you'd like for your ad- 
vertising, this sounds like the time to call your KATZ man! 



WFBM 
RADIO 

1260 INDIANAPOLIS 

TIME-LIFE BROADCAST INC. 
Represented Nationally by the KATZ Agency 
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YOU MAY NEVER SEE THE BjGGKT«IOVtl' 



WKZO-TV MARKET 
COVERAGE AREA • NCS '61 

1 









5UH 














I [ON 


"dOtirCkiM CfiMIOl ** 




I ONI* 

Rop. 



ANBuRlH i>»,«HilK>| CMHOUH 

Kolomaioo 




BUT... WKZO-TV Scoops Up The Most 
Homes in Greater Western Michigan! 

If you're digging for customers, you can unearth more 
of them witli WKZO-TV than any otlier Michigan station^ 
outside Detroit. It's tiiis way e\ery day, e\ery nigiit, 
and e\ery week! i 

It's all dredged up in NCS '61 : \VKZO-T\' has weekly 
circulation in 456,320 homes in 30 counties in Western 
Miciiigan and Xortiiern Indiana. And tliere's goki in tiies 
liere diggin's: SRDS credits the area witli amuial consumer 
S])en(hibie income of well o\er four billion doMars. 

Gel the complete scoo]) from Avery-Knodel. A}id if 
you want all the rest of outstate Michigan worth having, add 
"u'II7T/Il'IFf//'-7T, CadilUic-Saiill Sle. Marie, to your 
IVKZ0-T\ schedule. 



all 



strip-mining sliovrl at Paradise, Ky., has a dipper with 115 cubic yards' capacity 




RADIO 

W«0 KAIAMAZOO-BATTLE CREEK 
WJEF GRAND RAPIDS 
WJEF-FM GRAND RAPIDS-KALAMAZOO 
WWTV-FM CADILLAC 

TELEVISION 

WUO-TV GRAND RAPIDS-KALAMAZOO 
WWTV/ CADILLAC-TRAVERSE CITY 
/WWU^TV SAULT STE. MARIE 



wwu^tv sault ste. marie 
koin-tv/ lincoln, nebraska 

/kbin-tv grand island, neb. 



mio -TV 

100,000 WAm • CHANNEL 3 • 1000' TOWER 
Studies in Both Kalamazee and Grand Rapids 
For Greater Western Mithigan 
Avery-Knodel, Inc., Exclusive National Kepresenlallves 
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I'iggyback gaining 
despite opposition 



Fast-increasing piggybacks are 
^ proved effective by BBDO study; 
'Major problems now are station 
iresistance, web scheduling 

It is estimated some 18 million tv commercials 
will be on television in 1903. This total will 
lei include a growing luunber of piggybacks. Indi- 
cations are that piggybacks are growing in po])- 
ularity with athertisers. A new study conducletl 
by HBDC) pro\ides ammunition for those favor- 
ing this ty])e of commercial by showing back-to- 
back commercials perform better. Among broad- 
casters, there is increased tliscontent with such 
commercials. 

M But some stations will continue to fight the 
"midti-jiroduct" commercial, particularly those 
in key markets. Stations, members of the N.\H, 
will no doubt f)e alter the Code Review l?oard 
at the upcoming annual convention in Chicago 
to lay down more stringent rides about the 
piggyback as it relates to both network and sj)ot 
advertising. A recently sur\cy conducted by the 



Stlectcd scent's from two tv coiniiiercials sliowiiig differeiiie l)ct\veen integiated (1) and 
non-integrated or ])iggvback. as NAH dubs latter. Hoth i)as> I V Code l)ui integrated 
one is counted once while non-iinegrated is considered two separate annonnccnients 




risers benefit betaiisc ii .illows 
greater frec|iieiH) per dolliir rost. 
Aiul the \ic\\'er? 1 doii'i think he 
is suhjeri lo aclditton.il roninier- 
ciali7;ii ion bef;mse ihe niiiotiin of 
time is iiix hniiged. W'e feel ihe 

lllllllliilllli"- ' • ■■" ""immii ' 'iMinili 

"While our experietice is tiot 
great, we have not yet foutid atiy 
itistatice where two products 
might be considered incompati- 
ble with each other in back-to- 
back position." 

Dr. Clark L. Wilson 
BBDO 

iiiiiiiiim. liiiraiiiiiiiiimiiiiiiiiiiiiriiiiiiiiiiiiiiiiiiiiimm', 

bridged (oinmercinl will jjetome 
more \^idely nccepted lor these re;i- 
soiis." 

Iiiteresiiiigly, Laviii credits the 
wider use ol Ids American pi^gy- 
]).icks to his S|)oi buying practices 
in England. "In part, it was our 
incikuloiis testing that led to the 

iiliiiiiiii ' ifii ii'i II Ki im'iiii iiiiirain nii m w „: iimiiiiniiiiiffl 

"Agencies recommending piggy- 
back commercial treatment to 
their clients run the risk of of- 
fending the public through over- 
commercialization and also dis- 
sipating their product messages." 

Dor Kearrey 
Corintfiiar Broadcasting 

IS!' .illlll 

Use of b()-se{()nd back-io-lwck (oni- 
incrtials," Luxiu lec.dled. "lUn in 
the main, our internal ioiial set-np 
proinoied die idea. The testing 
mere!) proved die idea somid." 

What has Alberto-Cidver learned 
from the use of these spots? Ji has 
apparendy learned that "with 
enough labor, any story that can 1)C 
told in fiO-sc-coiids can be told al- 
most as clle(ti\el\ in 30." Said 
I,a\in: "W hen we put this knowl- 
edge to work for us in Englaiul, 
our competitive position iiiiprc)\ed 
diamatically . . . we also learned 
that not all our brands are com- 
patible on a back-io back basis, but 
that enough com])iiiations are com- 
patible to warrant widespread use 
. . . even in this cotimry." 



l,a\iit rc\( al(d iliat siiuc Alberto- 
(iiiher iiiirodiiied piggybaiks, die 
hnn's tv expenditures more than 
tripled. "Our entire growth proc- 
ess lia.s taken a iioiicable upswing," 
he said. "And our pliilosopliy of 
tv being ;i conservative in\estineiii 
lias been retoiifunied." 

liearing out what Laviii said 
aboui the economics of piggybacks, 
is Norm.iii R. (.riisby, v.p. of 
Schwerin Rescartli Corp., an organ- 
i/aiioii wliidi lias evalnaicd ihis 
i\|)e of adveiiisiiig lor many of liie 
nation's io|) advertisers and has 
emerged with the finding that diis 
form ol coininercial — when |)roper- 
ly (onstrucled — does indeed jjro- 
vidc a whopping bonus to the ad- 
vert iser. 

"The pigg\l)a<k commercial is 
the ollspriiig of ecanomic iieices- 
siiy," Griisby reports. "Sited by the 
|)roliferai ion of new products and 
(hmmed by the increasing co.st of tv 
lime, the piggyback is a legitimate 
ies|)on.se to piesstne. The fact that 
it is soineiiines treated as a bastard 
by federal regiilatoiy agencies be- 
cause it does not fit the stains (pio 
will (liange. I he piggvbiuk exists; 
ii is here to siav: aiitl it niusi be 
accommodated." 

I>ui Ciriisl)> also pointed out that 
the |)igj;\ba<k should not be re- 
garded as a ]),inacea. "Tlie ather- 
tisers who ])ioiieeretl in the nea- 
lioii of piggybaik.s — Cliesebroiigli- 
I'oiid's, Iniei iiat ional l^atex, Al- 
bci"io-C>nl ver, among others — -and 
aih eri i,sers who are sincessfully us- 
ing I he format today are not flying 

"■ " : ^ ■" I'l HI II" 111 I ■ I ! 

"The tv broadcasters benefit from 
the bridged commercial because 
it allows more brands to use the 
medium. Advertisers benefit be- 
cause it allows greater frequency 
per dollar cost. And the viewer? 
I don't think he is subject to 
additional commercialization be- 
cause the amount of time is un- 
changed. We feel the bridged 
commercial will become more 
widely accepted for these rea- 
sons." 

Leonard Lavin 
Alberto-Culver 

mill" nil-' ' -■ iiif r ^iiiiiiaiiiiiM^^ 



by the seat ol their pants," Grnsby 
said forcefully. "They have care- 
fully researched the problems of 
the piggyback — the (ompatibility of 
ifie two parts, the variables of order 
and length, etc. The successful 
piggyback is not just the result of 
jainming together two 30-second 
commercials. The advertiser who 
assumes that it is will be sorely 
disillusioned." 

"Loose" rules regarding piggy- 
back. There is, obviously, dis- 

illll 

"As things stand now, stations 
who might wish to reject piggy- 
backs as being impractical, awk- 
ward or less profitable have very 
little to guide them except 'gen- 
eral practice' which apparently 
can vary with the rise and fall of 
advertising budgets and the de- 
mands for tv time." 

Rod MacDonald 

Guild, Bascom & Bonfigli 

irwiiirr iwiiii t "t m.j t 'miii 

agreement even among agency 
men as to the role of the ])iggy- 
back and its elfec i iveness on the 
viewer. Although piggvbacks ap- 
pear to be an ciluient way for 
mull i-prodiici (oiiipanics to buy 
IV time, it a|)])ears to Rod Mac- 
Donald, v.p. and heatl of media at 
(iuild, liascom S: IJonfigli, that 
sudi "landem placement tends to 
reduce their actual elfeci iveness." 

"It is our belief that practices 
which can result in confusing or 
tiring the viewer can adversely 
alfert the aiieniion to. or under- 
standing of, the tomniercial nies- 
s.ige," MacDonald told si'onsor. 
" Vdding to die number of inter- 
ruptions of the eniertainnient con- 
tiiinit) or the illogical linking of 
two items whose only relai ioiiship 
is the corporate name of the inaiiu- 
fa( Hirer, are examples of such 
|)ra<tite." In MacDonald's opinion 
broadcast industry standards re- 
garding piggybacks are "loose" and 
"very flexible." 

".\s tilings stand now, stations 
who might wish lo reject jnggy- 
hacks as being impractical, awk- 
ward or less profitable have very 
(Please linn lo jmge f)5) 
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Why Scott sliced its tv spending 



► 
► 
► 



Paper company tries balanced media mix 
Move tied to marketing "fundamentals" 
Research at the core of Scott strategy 



The Scoii l'a))ei' Co. has a wide 
ie|)uiati()ii as one ol ihe most 
soi)histitate(l and elFicient market- 
ing organizations in the nation. 
To the television industry, there- 
fore, it was both gratifying and 
logical that Scott long invested the 
lion's share of its ainiual billings 
in i\ cam])aigns. In 1962, for cx- 
am|)le, Scott spent i)etween 85 and 
90 |)er cent of its estimated $11,- 
0()(),()()() measured nieilia advertis- 
ing ill television. 

This year, however, television 
exccutixes are viewing with alarm 
a sharj) reiliictioii in the jjeicent- 
age ol its billings Scott has allo- 
cated to their medium. The paper 
prodiKts company will sjiend only 
00 to 70% of its ad budget on tv 
ill 19fi3, a dro]) that could run as 
high as 30%. 

IJecause Scott has made a sub- 
stantial iiK lease in its total ad 
budget for the year, the loss to 
television will not be as high as 
30% in adual dollar \<)lnnie. lUu 
the fact that a careful and research 
oriented organization such as Scoit 
has substantially reduced its reli- 
ance on television should produce 
a good deal of food for thought 
for the industry. 

M'O.NSOK asked James I). Stocker, 
Scott advertising manager, why 
the (onipaiiy had reduced its tele- 
vision ex])enditures. "First," he 
said, "let me tell you why we liavc 
concentrated on television. 

Evaluation of tv. "Television 
has been reaching more and more 
homes lor a number of years. The 
medium was an expanding wave 
and Scott rode the crest of the 
wave by advertising on tv. 

"Secondly, television has been of 
great value in demonstrating oiu" 



lo 



|)i(>(iu<ts. On IV we are able 
show the value of our |)ro(lm:ts by 
(leiiionsliating the softness and 
strength of our towels and tissues. 

"/\nd, all other things being 
ccjual, telev ision oilers us the great- 
est cost clfuiencies lor our adxertis- 
ing dollars." 

Several factors recently have 
caused Scott to rea)))>raise the 



SCOTT 



H 



MAKES IT BETTER 
FOR YOU 




weighliiig ol Its ad\cilisiiig budgci: 

• T he (oiiipany has entered re- 
gional (aiiipaigiis lor its sanitary 
napkins, lor wliidi television is not 
a suitable iiicdiuiii. 

• Ihe gieat wave of televisi(in 
e.\])ansioii is slowing ilown, the 
(ompany bclieve.s, as set ownership 
apj)roa(lies the saturation j)oiiit. 

• Nev^f "iiiiegiated ' advertising 
|>laiis are in the making. 

The comjjaiiy waiit.s to tic to- 
gether its ))rodu(:i lines in adver- 
tising to lake advantage of the 
Sioit re|)utation, Stotker ex- 
|)laine(l. Xew ads will (..iriy the 
slogan "S((>tt Makes It l>ettci lor 
^'ou," and will uniformly carry a 
blue border identified with Scott. 





Three men, a symbol, and a marketing philosophy 

Scott executive stress marketing fundamentals. Thomas B. .McCabe (upper r) chair- 
man. James 1). .Stocker, (lower 1) advertising manager, and N. W. .Markus, Jr. direc- 
tor ol retail marketing. Logo cx])resses company concern with "(luality and v alue" 
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Aliiii) ,'i<ls will sell gr()ii|)s ol Scott 
|)r(i(lii(ts ratliei tliaii ,\ single iieiii. 

"For I his i\e\\' (aiiipaigii, we 
want to use (olor tliat will show 
the (oiiiiiioii iiiotil and will |)tn 
ad OSS tlif idea ol color and lexim e 
ill oiu |>i(>(liuts and |>a(kaging. 
We also wani to lia\e things our 
salesmen (an carr; aroinid to dis- 
tiibiitois and retailers, ^'ou can't 
get this on t V " 

JiKxker also leeK that Scott will 
l)C al)le to |)in-|)oint us audiences 
nioie acfiiratoly l)\ using more 
|>imt media. " Mihoiigh \oii can 
liiid almost ail) aiidieiue on tele\'i- 
sion it's tougher to be sek'(ti\'e." 

Balance in media mix. Finally 
Sto( ker said. Scott has (oiiie to be- 
lieve that a ( oiiibiiiatioii ol tele- 
vision and magazines has iiior^ 
v.diic to oHci in teniis ol impact 
than television alone. Does S(oit 
have direc t ev icleiice ol this? "So,' 
said Stockei. "but the idea ol a 
more lialaiiced media mix hit in 
a favorable way. We lelt that we 
had swung over too much to one 
medium. 

"1 his does not mean we will not 
continue to recognise the im|jc)r 
taiue ol telev ision. We |)robablv 
will use more s|)ot television as a 
coiii|)etii ivc \\e.i|JOii for regional 
markets. Our expeiieiue with 
"1 he Death ol Sialin" has given 
lis a favorable impression of pub 
lie allairs specials and we probably 
will (ontiiine to do them on an ii- 
regular basis. Vnd we will, ol 
(oiirse, coniiinie our pai i i( i|>ations 
for day-in dav-out bread and but- 
ter advertising. 

"Uiit v\'e cloii'i want to put all of 
our chips on one horse. We feel 
we now are much closer to an ideal 
media mix ilian we weie before." 

WHiile many argiimeiiis could be 
made ag.iiiisi Scott's position, the 
television iiiclusiiy probably would 
do bettei by consideiing it serious- 
ly. \s noted, Scott is a sopliisti- 
taied marketing company. Ihidei 
the leadership ol chairiuan 1 lioni- 
as 15, Mc(]abe, it lays heavy stress 
On basic marketing research, Ai 
Scc)ti. lew iiiajcji ntaiketing changes 
lie made wiihoui good and snili 
c ieiit reasons. 

Merchandising basics. Scott's 
marketing approach rests firmly on 



what Mc C>.ibe c alls die "I iiiiclanien- 
tals ol men.haiiclising." These tun- 
danientals were stated more than 
()() years ago by .Vriinn Scott, son 
of one of the coin|jaiiy's lonndeis. 
The cc)iii])aiiy, he said, was to 
"concentrate on |)iocluciiig in vol- 
ume a lelativelv' limited iiiiiiiber 
ol |)ro(lucts ol high cjnality, to sell 
these |)ioducts at the lowest |)o.ssi- 
ble |)iices, and to tell the |niblic 
about them through extensive ad- 
\ ei tisiiig. 

I oclav, said X. W. .\Iai kiis, jr.. 
director of retail marketing, Scott's 
maiketiiig philosojihy stands more 
securely than ever on .the three |)il- 
lais ol c|ualit v-value-ach'ei tisiiig. 

" Vi Scott we are geiruiiiely con- 
cerned with giving the consumer 
her money's worth for the ))rocliicis 
she biivs." Mr. Maikus declared. 
" This eiic omjiasses both the cjiial- 
II \ ol the |3rocluct .iiicl its |jrice," 
he continued. "We are eii,!.;aged in 
a continual elloit to |)roduce a 
|)roduct better than out coiii|)eii- 
tion's. When we do have a cpiali- 
lative advantage, or even a stand- 
oil, we try to give llie consumer the 
lowest |)rice." 

Foi exani|jle. Maikus ex|)lainecl. 
alter years of research, Scott de- 
velo|)ecl its M.igic Ov.il Scot lies, a 
|)op-iip tissue. .Magic Ovals went 
its competition one better by en- 
abling their user lo take one tissue 
at a time or several tissues at a 
time. When Scott louiid consumer 
acceptance lor its new product, it 
lowered its price. 

Scott's letail marketing |josture 
was noi alw.iys as pristine as it is 
today, riie company long indulged 
in what Mc(-al)e described as mar- 
keting "hokey-|)c)key." This in- 
volved "giinmicks" and "deals" to 
the {(jiisumer such as unrelated 
pieiniuiiis, coupons, contests, and 
sweepstakes. 

"When wc studied the results of 
these giinmicks, we louncl them lo 
be iuellectiial and unecoiic)iiiical," 
.Markus expl.iined. "What they did 
was to divide existing business 
between cc)nipeiing established 
brands wiihont adding aiij new 
I onsuiiipiioii. We would run a V 
premium and for a lew claVs our 
share of the market would jiniip 
b\ ,H", . I hen oin competitor 



would run .i |)reiniuni and win ai 
adcliiioiial 3"^, ol ilie market. Ovei 
a six-month |)eriocl nobody in.iclc 
any headwav." 

In [line I'ldl, therefore, Scott 
ahandoiiecl all "gimmicks" and 
"deals" in its retail marketing 
"Instead v\e invested the money in 
the I uiiclaiiieiitals — value and ac 
veitisiiig," Maikiis said. 

Marketing devices. Scoti is not 
above using ever) trick in the mar 
keting bag when the occasion calls 
lor it. "When we are introducing 
a new product or building a new 
market we will use aiiv iiiarkeiiiig 




1. Softer than soft is 




5. Softness so real -softness you feel 




soh « 



9, Add that soft toucti of Soft-Weve to r * 
bathroom - soft colors and snowy whi 



Scott uses tv for its "day-in and 

Siorvboarcl lor luw .Scott iv coninu-rcial 
vesliuciil in spot television and also lo 



30 



SPONSOR 18 I EiiRiiARV 1963 



device wc (an ilinik of lo iiuicase 
|U)iisimicr s:nii])liiig." Tlms^ Sfotl 
mil a coiiicsi a year or so aj^o lo 
iiirica.sc disiriljiiior awareness ol 
iis television a(l\ei I ising (aiiipaign. 
Il coiuhuts fre(jueni sym|)osia lor 
ilisii'il)iH()rs and leiailers, 'I'liese, 
Maikus poiuicd oiil, are iniended 
lo rreale awareness ol' acUei li.siiig 
aciiviiies lailiei iliaii lo directh 

I iiio\ e nierdiaiK li.se. 

I riie.sc pi oinoi ions are noi in 
conilid Willi Scon's "no gimmick" 

I a|)])i"oac 11, are a \ ei )' iiecessar) 
pan ol lis iiiarkeiiiig pliilosopln. 
Markus assened. "W'e l)elie\c in 



making all ilie ha\ \\c can lioni 
our adveriising dollais." 

'I'lic core ol ;-),.)li's lU.i.KC'iiiig 
|>liil(>s(>|>li) is iindoubied l\ ils siress 
on research. Mc(^al)e for many 
)ears has coiiclucied a soiial ti'u 
sade for a scieniiru approach to 
niarkeling, and his lerxor peinie- 
aies the entire Srott orgaiii/ai ion. 

"Re.seaic:li plays a ke)" lolc ai 
every siage of Scoii operations, 
from ilie concepiion of a new 
|)rocluci lo lis national mtrochic- 
lioii and e\en i)eyoncl,"' said Rich- 
ard l'». Dingleldcr, director of mar- 
keting sei\ices. 



Product development. In con 

nasi to many other orgaiii/ai ions, 
Diiiglelder explained, tiie idea lor 
a new .Scoii product iisiiall) comes 
Iroiii the research clepariment lath- 
er than the lechiiicai people. in 
the lahoratoi) clevelopiiieiit stage, 
research ohtaiiis a set of specific a 
t'ons to match poteniiai i.iaikels 
lor the new product to gi\e diiec- 
lioii to liie technical depaiinieiit. 
Research then tests the ic)iigliec! 
out concepts in small consumer 
panels until a prototype that meets 
inaiket proliles is obtained. 
(I'Ica.sc I in II lo jxiy^c (ili) 



Soft-weve 

by SCOTT 



2. Soft-Weve 



'i' - ill 

'■iW fjf 



3. Softest of all is 



Soft-weve 

by SCOTT 



4. Soft-Weve 




6. Soft to the touch 




double 
softness 

double 
strength 



Soft-Weve bathroom tissue. Every Sheet 
is softly lined with another just lilce it. 



7. Soft-Weve is much softer than soft. 




11. Softer than soft is 



Soft-weve 

Fanal Quoiitv ■ Tv^Ply Tumif 



by SCOTT 



8. Soft-Weve 



Soft-weve 




12. Soft-Weve. Touch it. 



day-out bread and butter" advertising activities 

indicates how p:i])cr cc)m[)niiy uses the nicdiuni to ton\i.y tiie cpi.iht) ol softness in its pioihut. Siott plans to incrc.ise in 
sponsor public aflnir.s specials on an irregular basis in aclciitioii to iiiaintainiiig its schedule of network participations 
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From small pioneer town . 




TTiTT 



Denver: the new Mecca of the West 



^ Soon to be second pay television city 
^ Choice linked to phenomenal growth 
>- Industry, employment, and sales boom 
^ Population rises 121% in 10 years 



Denver, the Mile High Ciiy, is 
making news frequently, and 
it statisiics s|)cak so nmch louder 
than words, ii has ihe right to 
scream refogniiion as a bright, 
young, and weahhy market. Nuin- 
l)ers have been |3iling up fast for 
|)o|)idai ion, industi ial, and eco- 
nomic e\|>ansion, forming a grovvih 
pal tern almost unmatched by any 
other city in the United Slates. A 
fast rinidown shows thai in ihe 



decade from I!l5tl to I%0 

• Denver enjoyed the >econd 
iiighcst suburban |>opulation 
growth in the coiuitry: 121%. 

• Retail sales volume grew Sl% 
lo billion. 

• l''in|)loynieiu rose over 57%. 
And since 1 9G 1 . 

• l)en\er retail sales went up 
another .H% to a reiord high of 
$1.7 i)illioii. 

• Personal income in the slate, 



biutres.sed by Denver, increased by 
7%, exceeded only by two other 
states. 

• Savings and loan a.ssociaiions 
lipped their business an average of 
11,9%. 

Although Denver has come a 
long way, its untap|)ed economic 
potential has changed little from 
the "Pike's I'eak or Bust" days of 
the gold rush in IH5H, 

Of s|)ecial interest is the fact that 
Denver has been .selected to test pay 
television starting in May. 

Population explosion. With ra- 
dio and television often labeled as 
necessities lor pre.sent-day .Ameri- 
cans, there is a probable direct 
correlation between the number of 
radio and tv homes (currently 
119,460 IV, and 102,160 radio, ac- 
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to major market 




cording to Nielsen) and the in- 
crease in population. Today the 
population of Denver is increasing 
at the rate of about 2,700 a month, 
adding the ecjiiivalent of a Water- 
town, X. v., to the city total each 
year, as well as more set owners, 
more listeners, and most impor- 
tant, more buyers. 

Newcomers presenily seeking O])- 
portimity in I)en\'er coniprise a 
third wave of inuiiigrants. First 
there were the adventurers seeking 
wealth <luring the gold rush (a 
rare picture on ]Jage 32, taken in 
1860 gives a stage-coach view of 
the city at that time) . The next 
wave came to the cit) between 
World Wars 1 and 11, Inu'lding up 
the city as a Hnancial and go\ern- 
ment center. The third wave roll- 
ing in today comes from Denx'er's 
industrial de\ elo])ment. 

Industrial growth. Postwar in- 
dustrial growth includes an in- 
crease of more than 900% in nat- 
ural gas jirotliiction o\er the last 



10 years, and a 630% iiuiease in 
dollar volinne oi mining over the 
same period. Colorado is the prime 
source of uranium in the U. S. 
-Vnd last year, some 50 new toin- 
niereial plants were esiahlisheti in 
Color;ido, niosth near Denver. 
Tiiousands of new jobs represent- 
ing an estimated S".l million in 
annihd payrolls o])ened up. 

Colorado's increase in manufac- 
turing workers last year represent- 
ed a 1.2'^, gain over 11)60, as com- 
pared to a 1% loss nationally. 
Manulat luring is Colorado's most 
imjjoriant industry and approxi- 
mately 60% of tiie total manufac- 
turing establishments are located 
in Denver. 

Although no longer a leading in- 
dustry, Denver is noted as the cen- 
ter of a vast farming area; it is the 
largest sheep market and tiie fourth 
largest cattle market in the world. 

People like it. I here are many 
reas(ms to ex])ect Denver to keep 
growing at a rapid rate. Most im- 



portant, people like it. Tlie city 
has been called the dimate capital 
of the world, with moderate tem- 
peratures prevailing in both winter 
and siuuuier. The) are attracted 
i)y many job opportimities, and not 
only in commerce. There are more 
federal buildings and jobs in Den- 
ver than any other city oiuside of 
Washington. There are also op- 
portimities with space age devel- 
opments. With the consiruciion of 
the Martin Titan ICMR plant, an 
atomic energy plant, and three air 
torce establishments, defense activ- 
ities have become of major impor- 
tance. 

'I'he people seem ecpial to the 
challenge of such opportunities. 
Denverites are \oung (average age 
26) , fmanciall) comfortable (16.7% 
earn over SIO.OOO) , and well-edu- 
cated (Denver ranks fifth in the na- 
tion in cjualit) of public school ed- 
ucation) . Denverites iiave enough 
money to own their own cars (the 
city has more cars per capita than 
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(iiy Ml llic iialiori) and own 
llicii own lionic.s (St*)*'"^ of ilic j)eo- 
own ilicir own dwclitnj^ nnils) . 
Diniiifr l!l(i2, DiMuer iiici i-o|)oli- 
l:in arc:) popnhii ion soared lo 
1,()2I,()()() rcsidcMiN, Jack I ipiori. 
siaiion niariaf;cr ol KI.Z-TX' iv- 
poris. " This ic])iivsfiiis an incii-asc 
oi lu-arlv U'li |)fr<c'ni owi ilic I'.MiO 
I). S. Cciisirs fif;iric. While all 
( ouni ICS gained in popnlaiion Den- 
ver (ioiinn led ilic oilier lour as 
ilic nioM. populous, re( ()i(liii>> TjOH, 



1 \'. and KTVR. Denver lias 17 
radio siaiions. The nnnil>cr is (Oii- 
sidereil large for a (i(\ ol one mil- 
lion inliabiiaiKs. There has been 
iinuli agiiaiion in recent vears o\'er 
ilie desire ol" ilie FCC lo liinii the 
iiiniiher ol siaiioiis in I)eii\er be- 
cause ol economic laciors. The 
I'XX; is lor ii and (he broaclcasleis 
ol Deiner are a^,aiiisi ii. 

Il is inicresiiiij; lo note iliat Den- 
\er (2l)ili lily in ilie naiioii) ranks 
'-{Isi in naiioiial radio aiUcri ising 



agi', uiiii/iiif' niol)ile luiiis as wci| 
as sial ion-owned airplanes lo 
j)oii on irallie and ininiediaie new: 
KKSC' sj)eciali/es in Spanish pro 
grams lor ilie Spanish popiilaiion 
and KOA speriali/es in coinpieic 
spoils coverage. 

William Annsiroiig, general man 
agei of KOSI and a member of ilu 
House of kepreseiiiaii\es, is one ol 
llie SI long believers in "lais.se/ 
laire" lor Deiner radio. "I belie\c 
iliai ilie lisleniiig public and the 




Natural theater provides cultural events 

Knji)yiii;4 <;ck)(1 tliniaie, hc-iici -lliaii-avcra<;c s.iiaiics .nid 
ccluc ;ti ions, 1 el ites liki lo f»<' plac e's, do dim!;s. keel 
Kocks ainphitliealcr (,il>(i\c) is scene ol iiiaiiv music :ils 




Over 50 shopping centers 

Willi lai<^c' miiiibeis ol iiiliabinniis owuiiii; cars .iiicl li\iiif; 
oiKsicIc the c iiy, slioppiiin ceiKcrs aic booinini;. 1 lie (^licrry 
Ot-ek slic)|)|)iii<4 tcMili'i (above) is one ol Deiivci's linm'st 



000. I bis is 2.!)", greater than its 
1 !)()!) hgure. 

'■JeHeison Count) with a iri'i.OOU 
total showed the greatest percent- 
age increase, recording .i imnp ol 
2l.r)";, over l!M)0. Adams Coiintv 
followed willi the next liigliesi per- 
centage gain, up IS", c)\er I'XiO. 
lioiilclei was 15. 8<;, ahead of KKK). 
.iiicI .Ar.ipalioc was ii|> 1 I. •)'',,. 

Homes reached. \\ ilh the area's 
gie.iiest growth occurring in the 
suburbs, broadcast niedi.i are con 
siclercd more and more imponaiii 
because ol the dilliciilt ol nc\\'s- 
jjapers to reach oiulviiig districts. 
hilonii.it ion cc)iii|>ilccl Ironi Audit 
llnreau of Cinulatioii aiicl SRDS 
figures re\eal the Ih'iivct Post prcs 
enth reaches oiih (>()', ol homes 
in Demer's \\\v counties, and the 
lioiky Moiiiilai)! X('7t's reaches 
only .^7"„. 

I here is no scare it) ol electronic 
media to use. The lour commer 
tial l\ stations axailable to acher- 
lisers are Kli'lA', Kf/Z-I'\'. KOA- 



biil l,')th lor local radio re\enues. 
aceorcling to V(.X] ligures. This in- 
dicates that radio is rec ogiii/.ecl as 
an elleciivc- medium b\ local ;icl- 
\eriiseis, but li.is not been propor- 
tionally ulili/ed bv iiaiional ad 
\ crt isei s. 

Reportecllv, the large nmiiber ol 
stations has lc)rcecl cadi compel itor 
lo work lianl promoting and im- 
pro\iiig its elloits. E\c\\ i\ iiiiist 
oiler c'Mia cli\icieiid.s. For exam- 
ple. KL/- I"V has a\ailal>le iiier 
c liandising, promotion, and public- 
ity aid from special clepartments 
lor all ad\eriisers, in addition to 
regular ser\ icc's. To coiii|)eie ellec 
li\ely, other stations, both radio 
and t\', are also lorced to pro\icle 
aclciit ional ser\ ic e. 

Radio cpiality has improxcd 
and Denver acKertising rates arc- 
lower than radio stations in other 
cities. Radio stations lia\e also 
iieeii forced to specialize. KliMN, 
for one. puis a siroiig eiiipliasis on 
editorial crusades and news roxer- 



business coiiiimuiitv are both well 
ser\c'cl in cities where there is a 
large number of slat ions, and that 
this is a naliiral development ol a 
free eiiiorpiise system. Most li.s- 
leners in Deiu'er would tell you 
that the increasi'd r.iclio station 
|)o|>iilat ion has improved ratliei 
than degraded the cpiality ol pro- 
gram .ser\ice. Station operators \ ie 
lo put out the best possible pro- 
grams." 

Radio stations axailable to acl- 
\ertiscrs are: KHOW; Kli'l R, AI'.C 
nlliliate; KD.\1',; KDtN (AM Iv t 
FM); KFAIL (A.\l is- FM) : FK.SC: ! 
K(;.\IC. KICM; KlMiV: KLAK: 
KI.IR (AM R: FM); KL/, (AM .<5.- 
F.M), CIIS alliliate: KMOR; KOSI; 
KOA (AM FM) , NIU; alliliate: 
K riA'; ;mcl KTXmM-FM. 

Center of everything. Demer is 
often relerrecl to as the liiib of the 
"Rock) Mc)imt:iin Fiupire," as ii is 
the largest mcMropoliian leiitei 
within a raclins of .')()() miles; the 
largest, in ;ill respects, in the eight 



.SI 
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Moiiiil^iiii si:ilcs. 'I lic (i\c-(()iini\ 
metropolitan area is ilic leader ml- 
tiirally, iiulusirially, ecoiiomiially, 
aiul |)r()lessi()nally lor over 10% ol 
ilie loial laiul area ol ilie Uuiietl 
Stales. W'liai C^hiiago is lo ihc 
niidwesi, Denver is to ihe wide 
sw'aili ol jerriiory wliidi iiuliides 
MoiUana, Wyoming, aiul New 
Mexico, as well as (Colorado and 
large |)oriions ol neiglihorinjf siaies 
on either side. 

Connuiinicai ions are iniporiani 
lo I)en\er's rapid expansion. Tlic 
ciiy iniornis and enieriains widi 
I 20 radio stations, [i\e t\ stations, 
and two newspapers. 

Pay television. Soon to start op- 
erating pay tv is KTX'R, wliiili 
has been seleited as the only sta- 
tion west ol the Mississippi for the 
I three-year trial nni ol pay tcle\'i- 
',' sion. 

The F(X; extended the liiense to 
channel 2 in October lor what is 
considered a prime test of pay tv 
' in a major market. The station 
i will. leUn'ise a mininumi of H 
hours of pay t\' a week, at the on- 
,set, with 10 hours a week as a fii- 
tnre target. 
>■ KTVR's pay t\' output will dif- 
^ fer from that in existence in Hart- 
ford, (]onn. In accordance with a 
II contract signed with the telephone 
, company last month, the station 
II will send the sonnd portion o\er a 
,1 .sej)arate line to a speaker in the 
I subscriber's home. It is expected 
j that there will be a SIO installa- 
I tion charge for the spe.aker and di- 
j rect telephone line and a mini- 
mum $'i.2B monthly diarge lor 
' programs, ])riced from 50 cents to 
' S3. 

Why Denver? The choice of 
Deiner was made by olficers of 
Macfadden Teleglobe Deiner 
Corj)., a|)])licanls to l''(;(. for the 
system. I.ee liartell. executive vice 
|)resident and managing direttoi 
says: "W'e chose Demer lor its 
large lumdier of tv stations wliidi 
conformed to FCX; s|)e( ificat ions, 
and .secondly lor imjjortant aggre- 
gate cliaracitristics — .social, eco- 
nomic, and geogra|)hical. Denver 
has a high income le\'el and a his- 
tory of well attended cidtural 
e\ents, as well as a fast-growing 
{I'Icdsr turn to page CtCt) 



Why Denver is an important market 

Denver is the hub of the "Rocky Mountain Empire," the larg- 
est metropolitan center within a radius of 500 miles, and a 
leader culturally and commercially for 40% of the land area 
of the U. S. 



Denver had the second highest suburban population growth, 
121%, between 1950-1960. Metropolitan population is in- 
creasing at the rate of 2,700 a month. 



New industrial developments, rich natural resources, mod- 
erate climate insure continual growth. In Denver, 60% of 
all Colorado manufacturing establishments are located. 



Inhabitants of Denver have higher than U.S. average educa- 
tion and income. 16.7% earn over $10,000. Public schools 
rank fifth in the nation. 



Denverites live well and own more cars per capita than resi- 
dents of any other city. 86% of the population own-occupy 
their own dwelling units. 



The city is served by an abundance of advertising media: 17 
radio stations, five tv stations, two newspapers. 




Denver Advertising Club is large 

1 lie Advertising CHiil) is the oldest and one ol tlit liUf-est in the roinitiv. Mem- 
bers above (l-i) 'I oni .Mulvey, kllOW; Mrs. .Vrnistroiig; in re.n, Vx\ kc)ei)ke. 
KDI'.N; William .Vrinstrong. member of House of Representatives, general man- 
ager. KOSI: Jac k Hidl, DAC i)resiclent, and a partner of 1 1 iili-Melford Agencv 
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Radio found ideal reflector 
of store image, personality 

► Milwaukee's Boston Store mixes radio, print 

^ Buys radio after print competitors merge 

^ Philosophy: use enough radio to make it work 



ilt isicn to the .sound ol I'lOsioii 
L Store!" That's what Afilwau- 
kcc radio audiences do, and Inne 
been iloinjf, cvev since last jiily, 
when ihe store hegan iisinj; iliat 
theme in hea\y radio scheilults. 
Through ("■iisiav Marx Adven isiiig 
Ageiuv, llosion Store has recently 



signed new contrails continuing 
sihedules through next July. l>y 
(hat lime tlie soinui i)[ )'>oston 
Store Avill ha\c been on the air 
5, (too limes. 

riic radio (ampaigii for this 
Milwaukee retailer is not a lest; 
nor docs raih'o ser\e as a siijjple- 




Not competing with other media 

Aj^eiicy owner Gusiav .Marx (sealed) and son Duke beh'cve in linl.niced media 
mix, use ratlio because it's a medium thai "motivates buyers by creating excite- 
ment." J liey've found a successful toniliiiiation in radio, tv, and newspapers 



iiieiiiary niedimii Radio is used in 
coiuert with newspapers and i\- as 
part oi nil oxerall media plan to 
sell the store. 

"W'c are noi competing with 
other media," says Duke Marx, 
junior hall ol the laiher-and-son 
team who operate the (iiistav 
Marx agency. "We use radio for 
what it is — an honest, legitimate 
acK'ertising insiruinent — a medium 
that nioii\'aies buyers i)\ creating 
c'X( itement.'' 

Radio's function. A Marx dicnt 
since last siniinier, liosion Store has 
i)eeii a downtown landmark for 
f).'? years. com|)eiing primarily with 
two other established cle|)arinient 
Mores, (Wmbel's and Schuster's. 
W^ien these two merged last year 
to become Cimbel-Schusier, ihey 
combined two advertising budgets 
iinestcd eniireh in newspapers, 
boston Store felt that a clvnamic 
element of dilierence woidcl en- 
hance its own ach ertisiiig, which 
now had to match this doid)lecl 
news|)a|)er outlay. 

At about the same time. Duke 
Marx produced a film on the ef- 
lecti\'eiiess ol radio as a new busi- 
ness presentation, lioston Store 
exetini\es, .seeing Marx's lilm, 
agreed th.u the radio |)liilosophy 
embodied in his |)resentation might 
be the answer to their media jiiob- 
lein. 

And that philosoph)? L'se 
cncjugh radio to make it work. 

.Marx is not a self-st\lecl radio 
expert. "The use of radio must be 
determined on the basis of nianv 
variables, including the jjrochiti, 
the maikei, and the overall cam- 
paign i)bjecti\'e." 

The overall objective of Boston 
Store's radio campaign is to sell the 
store's personality and image. How- 
ever, the commercial approach is 
not entirely institutional. Xeiiher 
does it ping individual items and 
prices. It does, on occasion, high- 
light departments within the store, 
special events, and special leaiures, 
i)Ut consistently within the frame- 
work ol "Listen to the somid of 
I'osion Store." 

f'.onnnercials, all nu'iuites — writ- 
ten and produced by Duke Marx 
— contain light backgroimd nuisic, 
or aie singing tomniercials. Mar.x 



SPONSOR/ 1 8 FxniuiARv 1963 



tnd tlic siorc ])ri(le ilicinsclvcs on 
heir copy rcsiniiiu and lack ol 
.ticaincr coniincrcials. 

Merc's an example ol' a ligiit, in- 
titutional approacli: 

W'liat is the Noinid and meaning 
)f a cliarge? 

To a liisiorian, charge means the 
Light Brigade," 

To a scientist it means elcctric- 

To a comedian ii means hnigli, 

To a so(hi loiintain clerk it 
means foam. 

To a general it means forward. 

To the Boston Store Shopper it 
means the best way to shop, 

Because pet)ple who know hesi 
say "charge it please" at the Bos- 
ton Store. 

"Downtown" image. The store s 
downtown aspect is hea\ily high- 
lightetl, e\en though the company 
maintains three branch stores 
which ring the city in Northside, 
W'esiside, and Soiithside locations, 
lioston Store is convinced that 
when ciisiomers shop at branches 
in neighborhood centers, ihey are 
buying the downtown image. 

Promotion minded, the store 
strives constantly to project an im- 
age of "the store where things are 
happening." For example, on 15 
February the store was festooned 
throtighotit with li\e lilacs and ca- 
naries. The radio theme begin- 
ning that day was "Stiddenly it's 
spring at Boston Store downtown." 

An important jiart of the store's 
image is its long association with 
the city. Established by Milwaii- 
keeans in 1900, the Boston Store 
stri\'es to perpetuate its identity as 
the dominant downtown depart- 
ment store and project its reputa- 
tion as the complete store in all 
price ranges. 

The Milwaukee am radio mar- 
ket is comprised of seven stations. 
Three, WTMJ, WISN, and 
W'EMP, carry continuing schetl- 
ules for I he Boston Store. ^VOKY, 
pretlominately a popidar music sta- 
tion, according to Alarx, is bought 
for special events ami promotions 
aimed at a younger audience, such 
as a campaign last fall for the 
store's Varsity Shop for high school 
and college boys. 

As far as time of tlay is con- 



How the Boston Store uses radio 

1"We use radio as a legitimate, effective advertising Instrument, 

, a medium that motivates buyers by creating excitement." 

2 Radio provides a dynamic difference between our advertising 

, and competitors' which is print media. 

3 Commercials employ a general approach. Some only dramatize 

, image, other departments. Price is not mentioned. 

4 To make radio work most effectively, it must be used in large 

a quantity. In five months, 5,000 spots will have been aired. 



5 



Most spots are broadcast between 9 a.m. and 5 p.m.; the adver- 
a tiser has not found one period more effective than another. 



cerned, Boston Store has scheduled 
its spots (all miiuiie.s) at all times, 
although nm-of-siation has never 
been bought. Most s|)ots run be- 
tween 9 a.m. and 5 p.m. because, 
Marx points out, women are the 
primary target. 

Time of day, Marx maintains, is 
an academic tpiestion. He says 
he hasn't fotind one time to be 
more ellecti\e than aimther. There- 
fore, they use all times — and have 
e\en run spots on WT.Mj's early 
morning show lo reach the rtiral 
hotisewife. 

"Radio's an exciting medium," 
he says, "and from otir experieiue 
\vith it, we know its ptiUing pow- 
er." 

Personal involvement. "I don't 
^van'i to sound like Billy Graham 
in my enthusiasm for the medi- 
um," he continued, "but we know 
that radio works. Not through 
statistics, studies, or figures, but by 
|)er.s()nal involvement with radio." 

Duke Marx began his business 
career working for a Milwaukee 
appliance chain. He wrote radio 
cop) during the day and sold in 
tlie stores at night. "1 was always 
impressetl with the nmiiber of cus- 
tomers who mentionetl, 'I heard it 
on the radio'," he says. 

Boston Store executives — presi- 
tlent Paul Maher, executive vice- 
presidem Stewart Orton, antl pub- 
licity director Lee Templeton — 
share Marx's enthusiasm for radio 
and its ability to work in conjunc- 



tion with other media toward the 
same goal. During a yarn sale, the 
store's iiews])aper advertising listed 
specilii items and prices. Radio 
cc)p\ for the same promotion fea- 
tured the concept and fun of knit- 
ting, stressing oidy ilie sale — no 
items or prices. 

Marx is cpiick to acknowledge 
that the liberal atiittide of his cli- 
eiu toward radio is largely respon- 
sible for the campaign's sticcess. 

Lee Teinjileton, in charge of ad- 
\ertising, says of the campaign: 
"W'e are coin'inced that radio is 
doing a line job for us. However, 
one thing wc caiuiot do is get into 
an argtimeiu over radio's elfective- 
ness as compared lo other media. 
Wc are looking for an efficient me- 
dia mix, and do not want to have 
our u.se of broadcast mi.sconstnied 
as critical of ne\vs|)apers. This is 
not a case of de.serting one niedimn 
for another — but of wanting to use 
the best conihination of all." 

Marx feels that the radio indus- 
try is sometimes inclined to undcr- 
.sell itself, lacking the confidence 
necessary to reach its full poten- 
tial. The Marx faith in radio re- 
sidts is based on first-hand experi- 
ence w'ith the mediimi not possible 
in giant agencies. 

"In our two-man shop," he ex- 
plains, "we write the copy, produce 
the spots, deliver them to the sta- 
tion, hear them on the air, and 20 
niimues later go down to the store 
and watch the results." ^ 
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Radio group selling plans provoke 
strong reactions in spot industry 

m -^mmmmmmmmmmmmmmm 

^ McGavren charges plans are rate-cutting 
^ Need skillful execution, Eastman replies 
^ Advertisers need flexibility in marketing 



Al()ii;4-siiiiiiicriiifj; lijilii on tin 
merits oi riidio ,^i'(>ii|> pi. ins 
broke into the open last week \\'itli 
ail .nnioniueinent by M((;a\ieii 
(iiiild, liu., ili.it it li:i(l (li'(>|)|)e(l ns 
r.iiiio .station i^roup selliii!; pl.ni. 



the I'epiit.itioiiii oi participatinj^ sta- 
tions which have iioiiiially lock- 
liard, miyielilinfr r.ite (.irils. That 
is why w'c arc abaniloniiii; a pl;iii 
which lia.s i)et'n hailed a.s an an- 
swer to spot radio's alleged paper 



"In the jirocess of ahditaiioii, this 
reprcseiiiativc .itieiiipis to condeiiin 
and divahiate all groii]) selling. 
Siuli a .st.tteiiieiit will he iininedi- 
ately lerogiii/ed as an admission of 
weakness her.'iiise group selling li;ts 
hteii p;irt and parcel oi the hroad- 
castiiig industry ever since \BC 
liooked np its first network many 
years ago. The public iiy-seeking 
withdrawal ol one plan is coiilirnia- 
lion of the lact that grotip selling 
recpiires skillful e.xetiitioii to he 
suicesslnl. If the (cnnept and ex- 
criitioii are poor, then it lollows 
that the |)l;ni itself nuist ;dso he 
inellecti\e and eveiiliially he with- 
drawn." 

j\ccc)rding to l".;istiii,in, "group 
selling heiielits tlu advertiser, agen- 
cy and at the same lime ellecti\ely 
serves the inteiest of the stations 



What the reps say about group selling 

ildvoup itluits hiive (leffeneruietl iuio noihiiifi more than well pluuned and 
liif/lifi/ vmheHisheil foi'iii.v «f r«<«» cutlhifi lunler « faiioi/ iiile.11 

Daren F. McGavren 

HTlii* pithlieiiii-seekiiifi wiilnltunctil of one pUnt is eoufirmuiion of ihe fuct 
ihiii f/roiip sellitifi vetiuires sUHIShI exeettiion io be sueci*ssfttl.1J 

Robert E. Eastman 

Hlf ihe hiisic ohjeviive of u r/roiip plun is io (tiivuei monefi ittio radio, ii 
fuils. Sm€iller itppropriHiions per murkei can^i iuereuse radio ioiul.ll 

Lloyd Venard 



lis c ()n( hision.s .ne hotly di.spiited 
by ai least one lirm holding to the 
group selling technicpie. 

In its st.itenient annoinuing ter- 
mination oi its pi. Ill which had 
been in operation hn nearly a yeai. 
Daren F. .McCiavren, |>resicleiit ol 
the rc|)resentative (inn said: "C.roiip 
plans have degenerated into noth- 
ing more than well planned and 
highly enihellished lornis ol rate 
<:niting under a l.inry title. As 
stitli, they iniderniiiie the piestige 
ol the radio indiustry, t.iint the rep- 
reseiitat i\es who sell with them. 
;uicl v\ii guilt by association, sully 



nior.iss by prcniding lor one av.iil 
.ibiliiy sheet, one in\c)ice, and one 
check, and hien touted generally 
as a great achance lor the spot ra 
clio medium." 

"Networking." McGa\ren also 
charged that the group selling plan 
has lowered radio's prestige in the 
eyes of national achei tiseis and 
agencies, negate the .ichamages ol 
sjjot radio, and place p.irtic ipating 
stations into ilie rigid category o! 
networking. 

Robert K. Eastman. he:id of his 
own radio rej)resentat ive (inn, re- 
plied to the aiinomicenient, saying: 



iinolvel. " lie noted ili.it the ICast- 
111.111 N'et.wc)rk has pro\'ed siicce.ss- 
liil and that "more national .icher- 
tiseis have pine li.isecl the Eastman 
iVtiwork than any other plan." 

Vrtliiir II. AfcCoy, president of 
I4lair Radio, which has one of the 
oldest .'iiicl leading group plans, 
li.'icl no immediate (oinmeni to 
make on the McC.a\reii statement. 

Against rate cutting. M. S. Kell- 
ner, \'ice president and radio sales 
manager lor The Kat/. Agency, 
said: "We apphnicl McGavren's 
nio\e. We ha\e always been 
(FIra.sr turn to jmgc 64) 
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KLZ-TV 

in denver 




The list of victories by KLZ-TV always has been 
mpressive, but nothing compares with its most 
recent defense! 

The November ARB showed KLZ-TV is in fjrst 
place — ahead of all competition in every 
"Broad Day Part" time bracket from sign-on to 
sign-off, seven days a week. Never before has 
a Denver television station received such a 
large share of the total television viewers. 

KLZ-TV has 17 of the top 20 programs in Den- 
ver! These include the highest rated news — 
morning, afternoon and night; the highest 
rated weather and sports; the highest rated 
network program; the highest rated syndicated 
program! 

The winner, and still champion as the best 
television buy in Denver — KLZ-TV! 



CBS ^ 



DENVER 



TELEVISION 
TIME-LIFE BROADCAST INC. 



Represented nationally by the Katz Agency, Inc. 
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Media people: 
what they are doing 
and saying 



Tlu' liclp u'iiiitctl sij'ii lor a l)iiycr is out at i'oDie, V.rtnc lleidiiig'i 
(jliicago OIIkc. If you are nuilliiif; ()\c'r liie idea ol apphin^, you'll 
do well il your real lii|) on radio Ijiiyiiij;, and a dash of iv know how 
will pui you well ahead of i.lu f;aine. Sorry t'irls, ilie call ilii.s lime is 
for a male oiih . 

Now here's a real switili dept.: Poriner (.rex I)U)er Don (ireeiie who 
switclied to i\(lain ^'()Ull}r to ,nive selliiit' a go, is hack in llie hiiying 
swim. He lias joined Kasior, Hilton, Cliesle), C^liltord & iVtheiton 
(New \ ork). 

We j'liessed rij^lii! I'liiler & Smith & Ross' Dorothy Slialiinian joill 
follow former boss Don Leonard tf) Kudner (see last wetik's Time- 
hiiycr'i Corner). Dorothy, who's presently soaking some Floridai 
simshine in a well deserxed \aiaiion, will siait at Kudner (New York) 
as administrative assistant on I March. 




. . . And that's how it is down South 

Mi KraiiilKiiii, \\'.S.\1-T \''s (N'aslivillc) toinniercial nii^r., look liiuc out during 
reteiit New Xnik visii to call on OB.M's media siipei visor, Ann J;tno\vicz 



And ill the aj;ency-lioi)piiig dept.: Tom DellaCorte left Ceyer, 
Morey, llallard (\'ew Voi k) to take over the huying chores on Kit 
Poweis' iKcounts at (iinmingham &; Walsh (Xew York). At CfMB, 
rom was assistant l)uyer on the Richfiekl and .Sinclair Oil accounts. 
At (;)s:W he is handling such accounts as Sunshine Hiscuit, Branilf 
Intel national Airways, Ameritaii lixpoit Line, Clhrysler Airtiiit Divi- 
sion, and Watchmakers of Switzerland. Kit, as reported here earlier, 
joined n-K-S (Xew York). 

Former ZIowe and Mogul, Williams Saylor buyer Lyn Diamond is 
reported back in New York City looking fit as a fiddle and ready for 

(I'lease turn to page 42) 
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Dynamic Denver Market 
DOMINATED by KIMN 

Latest Trendex for 14- county Denver Retail 
Trading Zone (November, 1962) proves it! 




Weekly Cumulative 
Audience 



is FIRST with 

36.9% * 





BUYING AGE 



1 



has more audience in these 
important age brackets 

21 to 30 31 to 40 

38%* 37.9%* 



Household Expenditures 




has more audience in this 
important category: 

per week 16^900 

and over! iW/^WW 



News Preference 




runs a close second 
with 

16.4% * 



'percentage of total homes in 14-county area 

This Trendex Qualitative Radio Study of the Metropolitan Denver Area taken in 
November, 1962 reveals that KIMN truly DOMINATES the DYNAMIC DENVER MAR- 
KET, one of America's most lucrative and fastest growing! For your complete copy of 
this revealing study contact your Blair man! 




BLAIR 
GROUP 
PLAN 
MEMBER 



KIMN 



CO 



CX3 
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Which station comes closest to 
playing the music you like? 

WASHINGTON 



WWDC 18.4% 



Stat 
Stat 
Stat 
Stat 
Stat 



on A 12.6% 

on B 12.5% 

on C 9.5% 

on D 8.4% 

on E 7.6% 



Based on completed interviews in 2,598 
homes. Sept 9 to 20, 1962. Additional 
demographic material available. Contact 
WWDC or your John Blair man 

WWDO 



WASHINGTON, D.C. 

represented nationally by John Blair Co. 



an hour 

staffs your station 

with IGM 
SIMPLIMATION 

Get the details! Find the way to bigger 
audiences, lov^^er costs, higher profits with 
unparalleled flexibility and consistently 
better sound. Write for free folder, "The 
Sound of Money." 

I G M SIMPLIMATION 
p. 0. Box 943, Bellingham, Washington. 



« 



TIMEBUYER'S 
CORNER 



Continued 



work ai^aiii. 
lieaith." 



spcm tiie last lew iiioniiis in Maine saiva^iiif^ he 



Moll- j;<)<)<l iK'\v,>>: Moi sf liiifi iiai ional's .Mai y Klleii (;iai k (Xev 
S'oi k) i.s ba( k ai work af^aiii alter a tuo-wcek baiile u'ilh liie flu hug 

Aiiioiij; tlio.sf spotted eir)oyiiii> Wl'AT's (Paicrsoii. N'. |.) lio.siet 
(liniicr and ilieain |)ari) in I'hihuiel|)iiia were: Ayi-r's Hillie Farren 
Boite Kauiniaii, Mary Diinlavcy, Dan Ucnyu.s, Ted Roltinson, l)ian< 
Roe, and [ini Egan; Lewis (.ilnians Evelyn Walmsley; Bauer 

rri))|> F<)le>'s Alice Mooney; Cleinenis' Kathryn Kini( anil Al King 
Fii esione-Rosen s Shelly Roseman and Murray Firestone: and Al Pau 
l.elion's Eileen Moore. (Jliiel atiraiiion ol ilie L'\L'iiinj; resii\'iiies wa; 
(lie pre-liroadwa) premiere |)erl()rniance ol Totinrich stariing Vi\iei 
Lei.t;h anil jean Pierre Aiinioni. Serving as iTiiixe liosis lor die octa 
sioii were Dan Weinig. \.p. and general manager ol W'P AT; lintl- 

|<)lin.son, W'P A 1 sales manager, anil Norm Flynn. llie siaiion's aicouni 
exeiiiii\e wlioioxers Plnlailel|)liia. 




is;.) 



Chicago timebuyers get defrosting treatment 

When llip leiiii)cratiir( took a below/i-ro dive in the Windy ( iiv last week, 
some .50 lortuiiate hiivcis were i iiaiilieuied iioiiie in warmed liiiiousiiies, 
louiies) ol radio station WIND. Aiiionn liiem: (li) ConiiJion's Cecelia 
Od/ioMuk; I'oni Henry. l)'.\n\: Kay Kiuef^cr, Clinton E. I'rank; and (.oidoii 
Gredell, (.ars' radio reieiveis weie beamed to WIN'l), of course 



Promotion dept.: SSC^LIl's (NA.) Caner prodncis buyer, Jeanne 
Sullivan, was npped to assistant associate nieilia director on Lever 
l?ros. All, I'.eacoii Wa.s, and X'iiks Cliemical . . . j. Waller Tlionipsoii's 
(S.F.) Clolleeii Maitice ele\'aied to media direiior. 

llaies' (^^^'.) Dan Moiialian traded in liis baclielorliood 2 Febrnary 
Inr a N'assaii honevinoon. 
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PEOPLE-BEAMED . . . person-to-person radio, 
the friendly giant glow across the rich money 
belt of Oklahoma. KRMG, radio that's beamed 
to people . . bright with personalities and 
shining with sales results. PeopJe who listen, 
like it . . . people who buy it, love it! 




KRMG 

IS 

PEOPLE-BEAM ED 



HOW 
ENLIGHTENING 
Y 





THi JOHN- HAIR 



KRMG 

TULSA. 
OKLAHOMA 



KlOA 

DES MOINES. 
IOWA 



KQEO 

ALBUQUERQUE. 
NEW MEXICO 



KLEO 

WICHITA. 
KANSAS 




robert e. 
M^i eastman & co., 
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Ulllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllilll^ 

WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 

llllllllllllI[1llllllIIIllllllliiiiiiiiiiiiiiiNiiiiiiiiiuiiiiiiiiiiiiitiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii>iiiijiiiiiim< 

RATES are rates the 
world over, and ours 
are competitive 
($22.50 for 3 nega- 
tives) 

BUT QUALITY is 

something else again 
.... ours is superla- 
tive! 

And SERVICE is still 

another matter .... 
ours is unbeatable! 

llllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllU^ 

BAKALAR-COSMO 
PHOTOGRAPHERS 

111 W. 56th St., N.Y.C. 19 
212 CI 6-3476 




I 



'DATA digest! - 

EAST CENTRAL 





I960 


1961 


1962 


Jan.-Feb. 


6.25 


6.93 


6.07 


Mar.-Apr. 


5.97 


5.99 


5.72 


May-June 


4.53 


4.68 


4.05 


July-Aug. 


3.91 


3.93 


4.14 


Sept.-Oct. 


5.35 


5.14 


5.58 


Nov.-Dec. 


5.22 


5.94 






WEST CENTRAL 

,1960 


1961 


1962 


Jan.-Feb. 


6.22 


5.93 


6.10 


Mar.-Apr. 


5.89 


5.45 


5.65 


May-June 


4.33 


4.21 


4.25 


July-Aug. 


4.04 


4.01 


4.14 


Sept.-Oct. 


4.94 


4.85 


4.88 


Nov.-Dec. 


5.56 


5.46 






SOUTH 

1960 


1961 


1962 


Jan.-Feb. 


5.71 


5.79 


6.04 


Mar.-Apr. 


5.43 


5.21 


5J2 


May-June 


4.45 


4.53 


'am 


July-Aug. 


4.50 


4.56 


4.58 


Sept.-Oct. 


4.79 


4.68 


5.10 


Nov.-Dec. 


5.35 


5.35 


5.38 




PACIFIC 

1960 


1961 


1962 


Jan.-Feb. 


5.68 


5.81 


5.41 


Mar.-Apr. 


5.07 


5.29 




May-June 


4.55 


4.59 


4T55 


July-Aug. 


4.23 


4.33 


~4!23* 


Sept.-Oct. 


4.67 


4.71 


5.05 


Nov.-Dec. 


5.79 


5.44 


5.32 
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ADVERTISERS & AGENCIES / sponsor-week mmmued 



Larmon calls for self-discipline 



"Ours is a generation of crisis 
ind challenge" and the times call 
or a new look and a new attitude, 
Sigurd S. Larmon, former board 
hairman of Young & Riibicam, 
;aid last week in New York on re- 
:eiving the annual Gold Medal 
\ward "For Distinguished Service 
o Advertising in 1962." 

The times "call for self-disci- 
)line," he said. "They call for less 
alk about rights and privileges and 
nuch more about responsibilities, 
,'ours and mine, as well as corpo- 
rate responsibilities." 

The test today, he continued, "is 
vhether in an affluance society we 
•an impose on ourselves, our fam- 
lies, our commimities and our na- 
ion the discipline to keep us strong 
ind vigorous." 

Noting his more than three dec- 
ides in advertising, Larmon said, 
'Advertising is a profession for the 
ilert, the imaginative, and the in- 
lividual with an inquiring mind, 
t is a combination of art and sci- 
:nce where none of us will ever 
:now all the answers." 

In another presentation, Fred- 
rick N. Schwartz, president of the 
5ristol-Myers Company accepted a 



special award to Lee liristol, post- 
humously. "Througli his outgoing 
ventures, he toiiclied life at many 
points," Schwartz said of Lee Bris- 
tol. "His sense of humor, exuber- 
ant spirit, and warmly affectionate 
nature made liim a delightful com- 
jxmion, and to those who knew 
him well, the choicest of friends." 



Planning hailed as key 
to agency growth 

Smooth sailing in rough waters de- 
pends upon the ship's navigator 
knowing the captain's course. This 
tlioughi was conveyed by Marion 
Harper, Jr., last week speech at the 
annual meeting of the 4A's south- 
east council in Atlanta. Harper is 
4A's chairman, and chairman of 
the board and president of Inter- 
public. 

Proper jjlanning, according to 
Harjjer, is the secret ingredient in 
the growth of clients. It is also a 
prime prerequisite for harmony 
between clients and agencys, he 
added. Harper pointed out that 
an agency has to match the growth 
of its clients if it is to survive. 



There arc various basic areas 
where this can be df)nc, and qual- 
ity of service heads the list, he 
said. "l?otli client and agency must 
lia\c a comjjauy mission, clear 
marketing goals and a deep con- 
cern for planning," lie continued. 

A program of cost reduction as 
a means of increasing productivity 
and profitability is one of many 
nietliods of stimulating growth, ac- 
cording to Harper. 

He listed j^romotion, television, 
researcli, public relations, and 
manpower, among other special 
services, wliere planning holds the 
key to growth. 



Advertisers 



A new turn in tobacco tv tactics?: 
Mail Pouch Chewing Tobacco 
(Warwick & Legler) is conducting 
a test campaign using three com- 
mercials on three tv stations in Ft. 
\Vayne. This is reportedly the first 
time a chewing tobacco has adver- 
tised on the medium. 

Offbeat campaign: Louderl)ack- 
North American Van Lines, agent 
for North American Van Lines In 
Philadelphia and tlie greater Del- 
aware Valley area, has a unique 
series of radio commercials under- 
way in Philadelphia. Firm pro- 
duced humorous dialogue among 
the city's three morning radio men: 
Rob Menfee, WCAU; Joe Mc- 
Cauley, WIP; and Jack Pyle, 
WRCV. The three friendly rivals 
tease each otlier mercilessly, but al- 
ways manage to put in a friendly 
word for Louderback's famous 
"Gentle-Men of Moving." 

PEOPLE ON THE MOVE: Stuart 
P. Erwin, Jr., to advertising man- 
ager of the Ralston division of 
Ralston Purina . . . George P. 
Butler to the newly-created post of 
general sales manager and Richard 
H. Macalister to sales administra- 
tor of Pabst Brewing Co. . . . Mil- 
ton Fiarman, assistant vice presi- 
dent of public relations and adver- 
tising coordination, to vice presi- 
dent of Borden . . . Harry E. 
Houghton to a director of Reeves 
Soundcraft Corp. . . . Charles T. 
Lee to marketing and sales man- 
ager of Philco's International divi- 
sion . . . Roy M. Goodman to 




tation stakes advertising-agency execs to weekend duck hunt 

iking fullest advantage of outdoor sports in thie area, KFDM, Beaumont, Tex., invited industry 
iople to a gala duck hunt. Seen here (l-r): Charles Cooper, Glenn Advertising a.e.; Howard 
litler, Dr. Pepper Co.; Larry Gugini, Grant Advertising a.e.; John C. Butler, PGW a.e. All got 
scoys, if not ducks 
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]>rci>Kleiii ol Ex-l,ax. Iiu. aiul iis 
wlioll) owned subsidiary. Drug l)e- 
velo])iiieui (.orj). . . . Donald N. 
Givler lo presiilciii ol Crocerx 
.Siore Products Co. . . . Jesse M. 
Ila^^'klns to maiiagei, niarketiiig- 
adliesixes, lor l'>. K. (loodricli lii- 
dii.strial I'rodurt.s . . . [oliii I'. I'vy- 
tiiack lo advertising manager for 
ilie (i\e [Hudurt lines ol tlie Du- 
Mom Lalioratoi ies dixision of Fair- 
(iiild Canieia and Instruniem 
(^orp. . . . Durcl Diigas to prcsi- 
dem, Lill) Daclie Cosmetics, dixi- 
sion ol lla/el liisliop . . . William 
R. Gillcii lo X ice president ol tlij 
lineinational dixision and Charles 
,S. M. ()iiigU'y to diiector of tiie 
iicxvly-tonned stall marketing de- 
parimeiit of the liiieniational ciixi 
sion ol Chesefnoiigli-I'oMcrs , . . 
John L. Harrington, formeilx 
soutlierii legional sales manager, 
to a.ssistant general sales manager 
of (iillettc Henry |. Ueditold 

lo manager, product nexvs, RC,\. 
and lienjaniin I. French, Jr., to 
trade nexvs editor . . . Clcnn M. 
(.reen to ])id)lic relations manager 
lor the nexviv c-stablisliecl |)iibli< re- 
lations de|jarinitnt ol Tidexvater's 
souiliern dixisicm, lieadcpiai tered in 
tlouston . . . |o!ni S. Cliainl)erlin 
to uianagci — marketing, of General 
Lle< trie's radio receixer de|)arl- 
meni . Lee Dahlbeig, lormerl) 
.dxeriising cooidin.'iior, t<i direc- 
;or cd adxertising lor Snjier \'alu 
•Stores . . . Howard E. Halla.s to 
xicc |)resiclent of |)id)lic relations ol 
\merican Motors . . . \Villiam J. 
.•"lattcrx 1(1 the nexvlx -created post 
ol |}iocliici nianagei ol |olm II. 
liierk . . . David Chernow to vice 
president— marketing, for .Sclienlev 
Industries . . . Williaiii S. Hepner, 
)r., managei of the Electronic In- 
tliistvies Assii.'s Olfite ol Inloiina- 
lioii lot tiiiee )ea]s, lo the stalf ol 
the association's inaiketing services 
depaiimenl . . Frank J. Harvey, 
manager, adxertising controls of 
(leiieral Koocis, has been named 
cliaiinian ol the adxcitising admin 
istratixe control connnittee of the 
W \, siic ceecling Uayiuond E. \Vil- 
son, administrative assistant, ad 
xeitising and sales promotion de- 
paiiment .Shell Oil . . . Jon W. 
\Vinier lo .idveitising manager ol 
Milani Foods . . . Ralph Armstrong 
to tlie nexviy-createcl ])ost of mar- 
keting manager lor (ieneral Cigar, 
from Y&R. 



Agencies 

The addition of the Kroehler Man- 
ufac tnring account adcks over .SI 
miUion in billing to the Leo Kur- 
nett ledger. 

1 he a])pc)intmeni , elleitixe 16 
jiily, marks tin end ol -I'.l-xear re- 
lationship betxveen Kroehler and 
Roche, Rickercl, Henri, Hurst (im- 
lil recemly named llemi. Hmst & 
.McDonald) . 

Reason lor the sxvitch, according 
to Kioehler: the fnm xvantecl a 
laiger agency based in Clliicago and 
one with stiong Canadian repres- 
entation. 

V report issued bv Fairfax (.one, 
(hairnian, rexealed that l!)f)2 
emerged as the "most siitcessfid 
year in the history of Foote, Cone 
r.elcling." 

l ie cited three aieas of progress: 
1) More clients' products led sales 
in their lields; (2) Compaii) xol- 
inne reached its highest |)oint; and 



(.S) I'loliLs were maiiuained in spit 
ol the nimd)er of items in test ma 
kets. 

KCX-B domestic xolume, as ouf 
lined by Cone, incieased fion 
JjlOG.'i million to .■>! I \I) inillioi 
and toial xolmne rose to mil 
lion. 

Tx" billing xvas up by S.-l*^^ a 
coni|)arecl to I !)()() |)(rcentages 
XN'hile maga/ine. nex\'s|)a|)er, radio 
and oindoor all decreased in bill 
ing i)erc entage. 

Two West coast agency executive; 
have left their respectix-e sho|is tc 
open np agencies on their oxvn. 

Rex Fxviggs lias resigned as xict 
president ol llixsoii (s; Joigensen'i 
Los Aiigt'les ollice to o|)en (aeatixc 
Connnunications at Hexeilx 
lioidexaicl. fienior x'ice piesiclenti 
Woody Woodxvard lakes oxei 
1 xvigg's ac c omit su|}ei X isor^ cliitiei> 
at I'lK-J. 

Ray (iage, a |)rinci|Kd in Guerin. 
(ohnstone )<; Cinge, also Los An 



Radio-Tv distributor sales set brisk pace in '62 

Last year xvas a record one lor .sales of radio seis and the best 12- 
month |)eric)cl since 11*50 for tv set turnoxer at the disiribiuor lexel, 
according lo Llectronii Indusirits Assn.'s markeiing services de- 
]>artineni. Total auto radio j)rocluction also set an all-time high, 
oinst ri|)ping IDfil by 1.5 milion sets to reach over 7 million units. 
The lecord in ciiinidative 1!*62 clisti ilnitoi -letailer sales of radios 
is part of an n])xvarcl trend xx'hich began in 1959 xvlien imits .sold 
reached 9.5 million. In 195(), 7,028,450 tx sets xvere sold. 



TV AND RADIO DISTRIBUTOR SALES (UNITS) 





Television 


Radio (Excluding Auto) 


December 


635,973 


1,587,590 


November 


630,487 


1,280,599 


October 


611,763 


1,063,014 


September 


731,100 


1,255,346 


August 


518,451 


848,881 


July 


449,528 


921,089 


June 


480,510 


1,040,598 


May 


310,799 


772,479 


April 


364,742 


809,499 


March 


580,876 


917,236 


February 


521,275 


697,893 


January 


465,836 


562,869 


Year-to-date '62 


6,301,340 


11,757,093 


Year-to-date '61 


5,774,561 


11,225,010 
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t'lcs, sold his sioi k started R;i) 
;;igc, Inc., Ill .%()() W'iLsliiie lioiilc- 
He'll tnkc wiih liiiii sonic ol 
he iKCoimts lh;it were iiiuler his 
iipervision when C; )X:(i w;is loriiieil 
ly I he luciger of (aiei iii, Johnstone 
v-Jellries uiih (iagc, Booth )s: West . 
n I '.)(■)(). 

igency a|)|)()inimeiiis: Skyl.irk Mo- 
or Lodge to Frederiek (Jolthnan 
Vtlveriising, IMiihulel|)hia . . 
•Reynolds Kle( trie Cloinpnnv to Wil- 
iaiii Hari A<ller, C^hicigo . . , Fied 
\siaire D.iiKe StiuMo, Seattle, lo 
Pacific National Adveriising Agen- 

Dn the disiafi si<le: "Women in 
business must work harder than 



of I iitc'i |>(ihli<- ln<-. ha\e l>eeii 
moved lo S")*) Tliird Avenue, (he 
tweeii fjlst and r)2nd Streets). Inter 
|)id)lic liead<[iiariei s was lornieily 
at 750 'l liird A\enue. The new 
iele|)lione iHind)er is TiN' 7-1 \22 . . . 
\\'eiiger-.M ic.hael, six-year-old San 
FraiK is( <) agen( \. has MH)\e(l to .'5 1 1 
Market Street. Starting with only 
nine liienis and a stall of [\\v. the 
agencN now has a rosier of 12 at - 
(oiints hillings totaling ^ I mil 
lion. 

Oil liie |iress: T he (irst issue ol a 
new hi-montlily newsletter being 
ollered h) Lescarhonra AiU'ertising 
ol Ossining, X. ^ . It's designed to 
ollei ideas and "how-to-do-it" siig- 



lo senior \i(e president in (liaige 
ol attoiini manageineni at Smith 
( it eenlaiid. 

New v.p.s: Robert J. Oasey, inai- 
keting. at Renter X: I'l.igdoii, I'ltis 
hmgli . , . I'liil Williams at Louis 
de Rodiemoni Assoc iates, in diaige 
ol plainiing . . . Roheii L. I>aria 
at I'lichen Advertising. 

I'EOI'LE ON THE MOVE: Wil- 
liaiii T. Sflioyer to pnl>li( lelaiioiis 
diietior lor the I'ii ishmgli ollice 
ol Fidlei is: Siinth Ross . . . New- 
ton Frank to the rescarth depait- 
meni ol Fuller Smith is: Ross as 
a senior project director . . . F. 
Michael (larroll to accomU siipcr- 




Pepsl Cola to sponsor Los Angeles Angel's Haney 

On hand to sign a 26-week contract for "The Fred Haney Show" on 
KMPC were execs of Pepsi Cola Bottling of LA. and BBDO (l-r): Robert 



B. Rautenberg, Pepsi mktg. services dir.; Haney; BBDO account super- 
visor William Jay; and Robert 0. Barth, Pepsi sales mktg. v,p. 



men . . . they not only must sell 
theni.selses Init they have to sell 
their gender." So said Sylvia Dowl- 
ing, Benton & Bowles vice |)resi- 
dent, to the New Yoi k chapter ol 
Aineiican \\%)nien in Radio and 
Televi.sion. And though she may 
have tipped her hand, .she ollered 
this advice: "All girls grow up to 
be women . . . most boys grow up 
lo be older boys . . . The seciet to 
handling clients is to lo\e and re- 
spect the boys (in .spirt of all their 
crazy faidts). And if you have to 
disagree, disagree without being 
disagreeable." 

New quarters: The corporate offices 



gestions in the field of marketing, 
sales promotion, and advertlsiii'^ 
h>r technical and industrial |>rocl 

U( IS. 

Literary note: "Industrial Adver- 
tising: Planning, Creating, Evalu- 
ating and Merchandising It More 
Effectively," written by Fredrick R 
Me.ssner, account director, indus- 
trial, technical and scientific mar- 
keting division of Mc Clann-Eric k- 
son, has been published by Mc- 
Graw-Hill as part of its series in 
maiketing and advertising. 

Top brass: Peter Grove Weinberg 



visor at Farle Ludgin. Cihicago, 
Ironi (;()m|)ton . . . Martin Ryan 
to director ol media at iXorth Acl- 
\eriisiiig . . . David B. Grimm to 
attoiint executive in the Ratine 
ollue and Ed^varcl J. Mitcliell to 
;irt clirectoi in the Lo.s .Angeles of- 
fice of Cieyer, More), Ballard . . . 
Ernest J. Hodges, senior \ ice presi- 
tlent of Guild, Basconi S: Bonfigli, 
San Fiaiicisco, has been gnen a 
roving a.ssignnient to the agenc\ s 
New York, Hollywootl, and Seattle 
olhces, part of a planned move to- 
ward decent! ali/.ation of agency 
services . . . Bill A. Dunagan to 
Wright. Allen is: Ryan. 



SPONSOR/18 rKBRt ARV I'Jfi.S 



47 



NETWORKS / SPONSOR-WEEK rontinued 

CBS, Inc., breaks income, sales 
records in '62; income up 32% 



Net income and sales for ( US 
Iiu. were ilie highest in the coin- 
pany's liistorx chiriiif? it was 

ainioinK ed last week. 

A 32^"^, increase, or VT.dlS.iKXi in 
(oiisolitlateil net inconie, was reg- 
istered over the pre\ ions \ear. In 
1!M>L consoiithitetl net income was 
S22,037,8'28 while in l!)f)2, net in- 
come hit .S2!M)53.731. 

Sales rose l)y S35, 125,878 in l<jr)2 
to reach a total consolidated net 
sales of $5()!»,2r)«»,813, compared 
with I'.tfil's sales of $473,843,935. 

The re|)oit, made at a meeting 
ol the board of directors, totals 
sales and income of all CliS divi- 
sions, including CBS T\', CliS Ra- 
ilio, (^oliiinbia Records, C^liS Lab- 
oratories, C;iiS Television Stations, 
and CHS lnternatif)iial interests. 



Figures were not broken down 
by division, lint a CA\S spokesman 
said that the report shows that the 
"CllS network is the l.ngest adver- 
tising medium in the world in 
terms of sales, incunie, and audi- 
ences." 

(^BS Radio advanced in income 
and salens over last year, as did CBS 
I.aboraioi ies. The latter was re- 
ported ill the black in 1!)()2. Cohnii- 
bia Rfcorcis, formerly ahead of 
(c)iii|jeiiiors in sales of all but clas- 
sical records, in 1*)()2 smpas.sed oth- 
ers in thai category, says CBS. Ac- 
tivities in ec|iii|>ment and program 
.sales internationally al.so (oiitrib- 
med to the record year. 

The board cleciaied a first cjiiar- 
ter cliviclenci of 35 ceins per share 
on ifie coinnion stoc k. 



Drama, comedy tv series 
in works for CBS by '64 

The Wliij), a one-hour dramatic 
series dealing with the ]jrc)f)lems 
and conflicts of a young stale sena- 
tor, and riie 2()lli Volunteers, a 
lialf-lioin' sitiiniion cciniedy b.ised 
on a volmiieer lire dejiartmeiit, are 
being readied for network jjro- 
grnniing for the l')64-l'jr)5 season. 

Filming of the two pilots is 
siliediilfcl lor this summer. Sylvan 
Productions, Lcl Sullivan's inde- 
peiident coin])aiiy, will produce 
both series in association with C1>S 
TV. according to Robert I'retlit, 
executive producer of the prodiic 
lion firm. 

Networks 

The (jli.S nighttime .schedule for 
the I all seems lo have leai lietl the 
(iiiiil stages. 

1 he liiieu|) as it was |)reseiiiecl 
last week is: 

srXDAY: 7, Lassie: 7:30, My 
l-'avoiitc Martian: 8, Ld Sullivan: 
0, The |iidy (.arland Show, 10, 
Caiidicl Camera; 10:30. What's Mv 
Line. 

MONDAY: 7:30, To fell the 
riiith; 8. I've (.ot a Secret; 8:30, 
The Liicv Show; 9, The Danny 



Thomas Show: 9:30, The Andy 
Grilhth Show: 10, East Side \Yes't 
Side. 

TUFSDAV: 8, Red Skelton; 
9:30, WHiistle Stop, Jack Benny; 
10, Carry Moore. 

WTDNFSDAY: 7:30. CBS Re- 
ports: 8:30, The Real McCoys: 9, 
lieverlv Hillbillies; 9:30, The Dick 
Van Dyke Show; 10, The Danny 
Kaye Show. 

TH(TRS1).\^': 7:30, I'asswmd; 8, 
Kawhide; 9, I'env .MascJii; 10. The 
Nurses. 

FR11).\Y: 7:30, The Free and the 
r.rave; 8:30, Rome nii: 9:30. Twi- 
light Zone: 10, Alfred lliiclicock. 

'sA'TrRl).\Y: 7:.3(), The |ackie 
Gleason Sliowr. 8:30, I'liil Silvers; 9, 
The Deleiiclers; 10, Cimsmoke. 

Looks like I'hilip Morris will be 
supporting eight coniinercial niiii- 
utes oil (;i»S TV iiiglilime next fall. 

T ill- programs: Twilight Zone, 
Vilied Hitchcock, Fast Side West 
Side, Rawhide, I'errv Mason, and 
Red Skelioii. 

The new Library and Miiseiini of 
Television is ric her bv 1 7 programs, 
thanks to XBC TV. 

Set up bv the National Academv 
of Fv .\ris K: Sciences I'onndai ion, 
the Libiaiv and Miiseinii will h;ive 



branches in New Vc>ik, Hollywooc U 
and Washington, I), C. I 

NBC TV was the lirsi iietwoik i 
come lentil with j)rograni cc)ntrii)i 
tioiis. 

I'retty co/y promotion: One vv'ay t' 
blanket the country with news c 
the addition ol two new people t 
the permanent c;ist of a tv show i 
to send aroiMid :i few lumdrei 
blankets. Well, an enterprising piw 
motion cmtlit did just that to ail 
nouiue llie iimniiu-iit addition ol 
Charles Bronson and Warrefl 
Vaiideis to tlit cast ol "Fjiipire,B 
XBCTX. I 

Fiiianciul iej)ort: AB-1*T declare^ 

the hrst c|iiarierly cliviclenci ol 2'' 
cents |)er share on the oiitstandinj: 
(oiiinion stock ol the rorpoiaiion. 
jjayable l5 March to holders of VC' 
Old on 25 February. 

rrograiiiiiig note: .NT»C 'FV's "Bel 
Telephone Hour," will be exjiaiid 
ed io an alternaie-week schedule o 
color programs next seascjii. li wil 
be presented on alternate Fuesdays 
lO-l 1 p.m. beginning 2-1 Septenibei 
and continuing until the lollow 
iiig lall. TTiis will be the fust tiiP' 
since the iv series began in 195' 
that it will lie telecast during the 
Slimmer. Eight shows were s( lieci 
tiled cluriiig this season. 

Looking forward to: The 23r<l An- 
niversary liancpiei of the Tjiierna- 
lioiial Radio and Television Socie- 
tv set lor () March at the \Yalcloif- 
.\storia. New York. Several lop stars 
like )ack Benny will be on hand to 
participate in the ])rc)grani which 
will honor liob Hope with I he So- 
ciety's Cold Medal h)i his coniribu- 
lioii to bro.'idcasting. 

Overseas note: ABC Lueriiacioiial 
Television has pure li.ised 38 diller- 
ent programs — about 2,000 lialf- 
lioiiis — v\-itliin the p;ist few v\'eeks 
for WN1'\', W'esierii Nigeria, one 
ol ,\1)C Iniei iiai ioniil s 35 member 
stations in 18 nations. 

I'EOI'LE ON THE .MOVE: David 
■Sclioenbruii has been a|>|)oiiited to 
the iiewly-cre;iiecl post ol cliiel Fii- 
lopean correspoiideni, (HiS News, 
elieciive I March . . . 15ob Allison 
to bureau manager and Kill Small 
to director of news, CT5S News, 
Washington, D. C. 
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*r/je Indianapolis 
market, we mean! 



This provocative headline is more than a facetious approach to 
a marketing problem. If you presently have distribution in and 
are exerting advertising pressure on the Indianapolis market, 
then consideration of the Terre Haute market is of vital impor- 
tance to your sales success. 



HERE'S WHY: 

1. Terre Haute is closely linked to Indianap- 
olis for its distribution. 

2. Two of the Leading Supermarket Chains 

in the Terre Haute-lndianapolis coverage 
area credit the WTHI-TV area with more 
than one fourth of their total area sales. 

3. Indianapolis Television, even when ex- 
tensively used, misses 80% of the Terre 
Haute metro area. 



4. Combining WTHI-TV with any Indianapolis 
television develops sizeable, additional 
penetration without additional cost. 

5. The combination of WTHI-TV with an 
Indianapolis effort reduces excessive du- 
plication, substituting new potential cus- 
tomers. 

6. The Terre Haute-lndiahapolis media ap- 
proach does not reduce the level of impact 
in metro Indianapolis. 



These facts were revealed through a series of special studies conducted 
by ARB. These are presented in detail and are available 
through your Edv^ard Retry Man. 



WTHl 



CHANNEL 10 
TERRE HAUTE, 
INDIANA 

•AN AFFILIATE OF 




WTHl AM & FM 




WTHI-TV 
delivers more homes 
per average quarter 
hour than any 
Indiana station* 
(November 1962 ARB) 

'except Indianapolis 
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STATIONS / SPONSOR-WEEK continued 

Spot tv billings up 17% in '62, 
greatest increase since 1959 



N'auoiiiil and legion.il spoi iclc 
vision grosN lime Ijilliiigs snrfied 
ahead 17% in l'J()2, N, ('.. Roia- 
baiigli fii;mcs released by ilie lele- 
\isi()n lliiieaii ol A(l\eii isiiig lo- 
ve.d. riie increase was ilie gieii m 
in all yeais, cx<epi \9VJ. since the 
leportini; ol Roral)an,nli daia be- 
(jaii in Ifl5:). 

1 oial gross time billings lor 1*>()2 
were S72 1 I '_',()()(), (onipared with 
iht SI(i7,.S!t.S,(IO(l lor l!l(")l. In the 
foiuih (jiiarier ol 1*11)2, gross lini" 
billings were S|y7,75!t,(l!l(l, against 
5|.177.H27.(K)0 in the I9()l (jiiarter. 

riie total dollar inirease in KKi'i 



was MOM.Kl l.(K)!l. gieater than aii\ 
ilollai incicase leportt'd ()\ei the 
years b\ .\. i'-. Rorabangh. 

Cross time lignres, lor the years 
ni;)7 ihroiigh \'M'>-, which do not 
in(liule discounts, are as lollows: 







% change 


1962 


$721,212,000 


4- 17% 


1961 


621,398,000 


4 2.3 


1960 


603,294,000 


- 7.6 


1959 


560,744,000 


* 18.3 


1958 


473,861,000 


4-14.0 


1957 


415,494,000 


+12.9 



Figures ba\e been adjusted prior 
to the second (|iiartei ol 1!)()() to 
( onipensaie foi cbant-es in report- 
ing procedine. 



Cultural programs on tv 
praised by CBS exec 

The major challenge lacing mas- 
( oinmunieations today is the need 
for a new and realistic yardstick to 
evaluate the c|nality ol what ap- 
pears on the air and in our inagn-j 
/ines and newspapeis in the view! 
ol (.ene Wilkey, \.p. ol Cll'iS sia-( 
tioits di\ ision, and general manager 
ol KM()X-T\'. wiio last week ad- 
dressed St. I.onis Uotniians. 

\Vilke\ asserted his belief in ;i 
need foi a cultural elex'ation, but 
not at the risk of jeopardizing pop- 
ularity with the mass audience. 
"Wl' must raise oni cultural sights; 
however, we iniisi leniember c)nr| 
first principle which is to stay pop-' 
iilar with the millions ol people 
we're in business to ser\e," he said. 

He pointed out the distinct ad- 
xainage held by newspapers and 
inaga/ines in this area. 

When yon purchase a newspaper, 
yon read only the leatiires yon want 
and can di.scard the rest, bin he 
added, when a telexision station 
is olfei ing its westerns or situation 
comedies for free, it takes deeper 
reser\es ol resolution in order to 
follow wit!) a Stra\'inski ballet or 
a loreign alfairs program. 

"One moniein we are in the 
house along with the newspaper 
and the next moment we may be 
out in the cold." he said. 

( iiltiiral programing takes finan- 
cial tourage but tele\ ision is doing 
a lot of it," he stated. 

Newspapers, foi example, would 
be unable to send correspondents 
to far oil places to cc)\er major 
stories if it were not for the many 
jieople who merely bin papers to 
read the comic; or sports section, 
he said, (iomeitecl to tele\ision 
tei ms, he ccjiitinned, "this is exactly 
the purpose of Mr. Ed, the talking 
horse, and the licvnly Hillbillies." 

Wilkey said it is not to be in- 
tended that anyone who enjoys a 
telexision comedy or reads the 
comic "^trij) is iiitellec tiialh inade- 
c|natc'. 

Katz Philadelphia office 
to open on 1 March 

The Kat/ ..Agency will open a 
telexision dixision oliice in IMiila- 
clelpliia Maich 1 with Edward 




How to help the hostess feel at home 

If she happens to be Gussie Moran, foriner tennis great, one way is to turn the studio into a 
a tennis court. Gussie, hostess of KABC-TV, Los Angeles, new live series called "Sundown," is 
here with well-wishers (l-r): Elton H. Rule, gen. ingr.; host Toin Kennedy, actor Mark Stevens 
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DOES THE IMPOSSIBLE 

(for any other kind of national medium) 

Now- 

TARGET-MARKETING 

concentrates your dollars 
where market size 
concentrates your customers! 
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Here is where the alert national marketer 
can grab an advantage now possible only 
through Parade — except at staggering cost! 

The huge Parade Jumbo Network of 70 
powerful newspapers— best buy for the full- 
budget advertiser— can now be split by mar- 
ket size to suit your marketing strategy. 

We call it "Target-Marketing". And when 
Parade hits, it hits with the cannonball im- 
pact of power totally concentrated in the 
market itself ...not the buckshot spray of 
zone diffusion. 

Need extra impact in Nielsen "A" coun- 
ties? The Parade Big Top Network of 18 
newspapers gives you almost 6 million cir- 
culation — 8 1 % of which is concentrated in 
Nielsen "A" areas. 




Or perhaps America's great and growing 
"single-dwelling" markets, backbone of our 
economy, are your best source of sales. The 
Parade Bandwagon Network of 52 news- 
papers reaches more than 5,000,000 homes 
-2 out of 3 in Nielsen "B". 

Best of all, if you are a national adver- 
tiser with special needs, you can get all the 
power of Parade Jumbo— and "heavy-up" 
in whichever group of target-markets your 
sales objectives demand, by using extra 
space in Bandwagon or Big Top. 

"Target-Marketing" gives you three ways 
to buy each issue of Parade— and an infinite 
number of combinations for your media 
planning. This suggests a careful re-study of 
the Sunday magazine field. 



New York: 733 Third Avenue. New York 17. N. Y.. 212 TN 7-1100 
Chicago: 135 South La Salle Street. Chicago 3, III.. 312 Fl 6-SHO 
Detroit: 28 West Adams, Detroit 26. Michigan, 313 M'O 3-8186 
Minneapolis: First National Bank Bldg., Minneapolis 2, Minn., 612 FE i-3178 
Los Angeles: 711 South Vermont Avenue, Los Angeles }, Calif., 213 DU 1-1271 
San Francisco: 114 Sansome Street. San Francisco 4. Calif.. 41i GA 1-3846 
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I'apazian named lu.inagci of the 
tv division in ilie oflicc. I lie ol 
hce is I)eing o]jencd in ies])onse 
to increased national spot lelexi 
sioii business original ing in ilie 
I'hiladelpliia area, Kai/ reports. 

Papaziaii lias been media direc- 
tor of the ladio-tv department ol 
Grey &: Rogers Advertising Agent y 
since 1955. Prior to tliis, lie was 
tiniebuyer at Town \d\ertisiiig 
and in the business department ol 
\VFIL, Philadelpliia, Tlie newly 
apjjointed Katz manager is not a 
relative of lUlDO's Edward Papa 
ziaii. 



'Quality' programing 
preferred in Tex. poll 

Results of an audience response 
poll taken by radio station KXVZ 
(A^^-F.^[), Houston, Tex., lias 
brought to light a stmng prefer- 
eme for (piality programing. 

Listeners were asked to check 
the "mote," "less" anil "Icaxe un- 
changal" cohnniis in ads whidi ilie 
station ran in Housion's two major 
dailies. Ol the more than iwo 
thousand leplies received thus far, 
an overwhelming prclerence was 
intlicated lor more dassital music 
show tunes and standards. 

Less than lO'', ol i'espf)n(lents 
asked for more " l op- IO" lare. 

Xews, news analysis ami inlorm- 
aii\e leatures also scored heavily 
in the poll. 




Feted for best election coverage 

Beaining Bill McCorinick, president of WNAC-TV, Boston, accepts a Tom Phillips award from Mrs 
Isabelle McCraig at the UPl Broadcasters Association dinner. The awards ire given annualhi 



\gricultural, religious and for- 
eign language programing, in that 
Older, showed least prelercncc. 
Ifinnorous tlialogue interest was 
also low. 

The station noted most replies 
were from iisttners in the 35-50 
age group, and that more men re- 
spontled than women. 

Tv Stations 

KHj-TV, Los -Vngeles, may have 
set the record ft)r a dollar outlay 
by an independent iv station for 




Omaha station honors doctors for their roles in polio prevention 

Owen L, Saddler (I), v,p. and gen. mgr. ol KMTV, and Edward May (r), pres. ol May Broadcasting, 
with the recipients of the 1962 Tv Awards: (l-r) Dr. Thomas Joseph Gurnett, Dr. Clinton C. 
Millett, and Mr. N Murray Longwoith. Recognition lor their roles in the success ol the Sabin- 
Oral-Sunday Polio Vaccine inoculation program, mcluded a seven-hour telethon on the station 



a feature film package. 

The station spent over $2 mil 
lion in a deal with Seven Arts foi 
131 post- 1950 Warner Brothers and 
20tli Century-Fox features. 

This laiest buy brings to over 
^1.5 million the money -spent by 
KllJ-TV over the past four years 
on leatine film programing. 

The new Associateil I'le.ss trans 
atlantic photo cable circuit has )>ro- 
v'ided a link between newsj)apers 
an<l tv stations on both the North 
American and European coiiti- 
nents. 

It is the lirst such iransatlantic 
circuit ever leased by a nevvs serv- 
ile on a 2l-lK)ur basis and will 
mean better (juality pictures and 
faster operations lor .\P's r»50 sub 
siribeis. 

.Sales: I'oiu' more lonipanies have 
joineil the growing ranks of spon- 
sors on KMEX-TV, Los Angeles. 
Tliev are: Coca (\)la Bottling (Mc 
Cann-Eri( ksoii), Knnd.sen Cream- 
ery (C. rey), Nevvberry's .Stores 
(Wade), and a hual jewelry chain 
. . . The first telecast of the "Chi 
iiese NVvv ^'ear Parade" 19 Febni- 
;iiy on kG()-TV, San Franci.sco, 
will be spon.sorcil by P.<:G (D-F-S), 
for its "Dash" dog h)oil, and its 
new disli-vvasliiiig liijuitl "Thrill 
. . . The series of new hour-long 
doi'uiiientaries called "Special of 
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he MoMili," oil WI'IX, New York, 
l)C hull sponsored by l{;iyiik 
>ig;iis (W'ermeii )v Silioir) on be- 
lalf of Phillies cij^nis. In addition, 
'lie first progiiiiii in tbe scries, lo 
ic aired tomorrow^, I!) I'el)rii;n'y, 
ill be sponsored hy Best Foods 
SSCK:I5) and VV. A.'sheiiHer IVii 
Gardner) . . . KWKW, Los All- 
eles, is goiii,^^ hack to 2-1-lioiir 
b|)eratioii follow'iiifi; a coniract with 
rexas Fnriiituie Co. of L. A. to 
ponsoi an all-iii(^ht |)rograin. 

)ii the j)iil)lic service front: WISN- 
rV, Milwaukee, raised over $?(),- 
lOO for the March of Dimes with 
ts 18-honr, lO-iniiuite Telethon 

. . WPTZ-TV, I'lattsburgh, raised 
11,100 with a three-honr tele-auc- 
ion, in co()])eration with the Platts- 

ingh Lions' Club, lor the club's 
'Sight Conser\'ation Program." 

Vorth of the Ijorder: Fremaiitle of 
Canada, Ltd., will have the exclu- 
iive Canadian rights to the "Romp 
?r Room" |)i-ograin in Canada. The 
firni will ser\ice the series, cur- 
ently running in 18 Canadian 
Tiarkets, and will also handle all 
merchandising in that country. 

Programing notes: A new venture 
n k ABC-TV, Los Angeles, is a 
^ne-hour weekdav "Sundown" ser- 
ies, 5-i> ]).in. (See pic ture, page 50) . 



The new kaleidoscope show stars 
roiii KeiiiK'dv and (iiissie "Pants" 
Moraii, and replaces the usual cliei 
ol kiddie shows. It's being groomed 
Ic)]- possible AMI 'W exposure in 
the future . . . "Metropolitan 
iMeino," a new series of informal 
disc'iissioiis with coiinniinity lead- 
ers, organi/ation spokesmen, and 
:icii\e participants in the affairs of 
the ti i-stale area oi New \'ork. New 
Jerse\, and (jonnec t icul was inau- 
auguraied last week by WNEW- 
TV, New York. 

Sports note: \Yilh the baseball sea- 
son a])proac hiiig, KWKW, Los An- 
geles, aunoimcecl it will again c:arry 
the full schedule of all Dodgers 
games, s])onsoi"ed by Dual Filter 
Tareyton and L^nion Oil. 

The "eyes" have it: A .$1,000 schol- 
arship is being offered by W.VII- 
TV, Atlanta, "The Eyes oi Atlan- 
ta," lo the girl who can also Ijoast 
that distinction. X'iewers will make 
the selection from 11 finalists. 

Looking forward to: Tbe Interna- 
tional Broadcasting Awards ])resen- 
tation dinner, 2() February, at the 
Hollywood Palladium. S|)onsorecl 
by the Hollywood Advertising 
Club, the awards honor the world's 
best bioaclcast advertising. 



New ollices: WNE.\r-TV, Klini, 
uio\c'cl into uc'W sales olhce and a 
new studio located in the Pick 
Duraiit Hotel. 

Kudos: Williaiii .M. .Nfc (!oniii( k , 
])resiclenl of \VN \C (A.M R: TV), 
liostc)!!. and the \'aiikee Network, 
accepted a two year ap|)oiijtmenl 
:is ;i member of tbe WTP.S Foun- 
dation ol the Massachusetts liisti- 
tiile c)f Technology . , . The fust 
national iv award evei |)reseniecl 
b) the "Po])" Warner I'ouiiclation 
was gi\en to KNXT, Los Angeles, 
"Teen-Age Trials" series in recog- 
niiion of its coiitiibntion to the 
\c)uth of Southern California . . . 
WITI-TV, Milwaukee, was pre- 
.senied with a "Colcleii Mike" 
award from ihe y\meiican Legion 
Auxiliary for its 19(52 series "Close 
Up: Yoiuh" . . . KGUN-TV, Tuc- 
son, walked off with two first place 
"bine ribbon" awards for its entries 
in the 1 1th amuial Arizona Acher- 
tising Awards (Competition, pre- 
sented by tbe city's acl club . . . 
Stan Scott, WSTV, Wheeling-Steu- 
bemille, news man, recei\ecl the 
Ohio Press Photographer's s])ec iai 
t\' film awai'd. 

PEOPLE ON THE MOVE: Wil- 
liam A. Morris to accomn execii- 
ti\e on the WC:il.S-T\', New York, 



Calendar promo reaps $300,000 sales 

$300,000 in acK ertising, half of it new business, has 
resulted from a station-selling, audience-building, and 
promotion too, with merchandising tie-ins lor ad\er- 
tisers, now in use by radio station WPKN, I'hiladel- 
phia. The promotion is the WPEN Luck\ Calendar 
Sweepstakes. 

More than 250,000 I'Jfi.S calendars were jjrinted by 
the station each with a lucky number. Each clay, one 
calendar number, selected by bank officers, is called on 
the air. The \vinning listener recei\es jjri/es ranging 
from furs lo tv sets to radio . . . SI 00,1)00 in jn i/es for 
the year. 

Some 28 advertisers, including some national ac- 
counts, agreed to particijjate by signing for a mini- 
mum oi i>12,()00 each in air time during 1963. Each 
was assigned one Calendar clay a month, with the 
lucky number announced following his commercial on 
that day. In addition to the advertiser's name being printed on the calendar, ea. h participant was given 
achertisiiig space on ihe back of a calendar page, ])lus a coupon in a special section which entitles the 
calendar holder to discviunts on the advertiser's product. 

National advertiseis taking |)art include Nestle, Canada Di), King Fluff, St. Jose|)h Aspirin, Ram- 
bler, Newport, and Kent cigarettes. 




Granville Morgan, Philadelphia Saving Fund Society v.p. (I) 
draws winner with WPEN gen. mgr. William B. Caskey and 
Erwin Rosner, station general sales manager looking on 
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puzzle: Tees for Twos 

One balmy afternoon, Frank Grindley, Jay Walters and Bob 
Giibertson, three good men and true in the Harrington, Righter & 
Parsons sales organization, were business-lunching with three agency 
time-buyers, to wit: Bob Decker (Ted Bates), Jim Lavelie (Dancer, 
Fitzgerald. Sample), Jim Kelly (Leo Burnett, Chicago). 

To clear their heads before they grappled with their new expense 
account forms (and to limber up their bent left elbows), one of the 
men suggested a brisk 18 holes. Each HR&P man teamed with his 
guest. 

Lavelie, Decker, Kelly and Walters shot 106, 102, 100 and 94 
respectively, which indicates the difficulty of the course rather than the 
curvature of the elbows. Grindley and Giibertson shot a 96 and a 98, 
but since they hadn't put their names on their scorecards, it was some 
time before they figured out whose score was which.* When they 
finally identified their cards, it was discovered that two of the twosomes 
had the same total score. Walters' partner beat Grindley's partner. 

How were the men teamed? Tee off on this problem and win a 
small trophy. 

* Our team knows the score when it comes to sales; so do oui 
clients. For well-above-par results they lean heavily on such 
audience-pleasinn WMAL-TV spot carriers as Maverick, Thriller, 
SurfSide 6, Checkmate, Championship Bowling, Girl Talk, Trails 
West, and Bachelor Father. 

Puzzle adaptation courtesy Dover Publications, New York 14, N.Y. 

wmal-tv ® 

Evening Star Broadcasting Company 
Represented by: HARRINGTON, RIGHTER & PARSONS, Inc. 
WASHINGTON, D. C. 

Affiliated with WMAL and WMAL-FM, Washington, 0. C; WSVA-TV and WSVA, Harrisonburg, Va. 
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'WASHINGTON WEEKlrHr- 

IB FEBRUARY 1963 / c<>p,tiom nn | agencies, Stations 



FCC chairman Newton Minow has nothing to say about extremely detailed ru- 
mors of his resignation at the end of May, purportedly to become chief general 
counsel of Encyclopedia Brittanica. He indicated he will not have anything to say. 

He issued a simple one-sentence comment in which he said the source of the report 
"frequenllyr speculates about my future — and often engages in wishful thinking." It was 
considered noteworthy that there was no denial. 

The tendency of Washington ob8erver8 to believe this latest rumor has also 
led to speculation, not only about a successor, but the possible effect on the FCC's 
growing regulatory toughness. 

Best bet is that the FCC's direction will not be changed, even if the appointee to take 
Minow's place should be a "soft" regulator — and that is considered a highly unlikely event- 
uality. On most recent displ&ys of FCC muscle, Rosel Hyde has been the only dissenter. 

Majority opinion, on other hand, is also that Minow's departure will still take con- 
siderable heat off broadcasters. Minow had the knack of commanding headlines as no 
recent FCC chairman has been able to do. He was a rallying ground for dissatisfied viewers 
and listeners. It is doubtful that a successor would be as colorful, or would stir the public as 
much. 31 December 1962 SPONSOR HEARS had a report of Minow going during 1963 and 
Kenneth A. Cox as next chairman. ^ 

T. A. M. Craven continues very quietly to serve, as Senate problems hold up the 
assured confirmation of his cnccessor, Kenneth Cox. 

With the rules fight out of the way, and after the Lincoln Birthday week-long hiatus, 
the Cox confirmation is expected to clear quickly and easily. 

Rep. Oren Harris (D., Ark.) has introduced a bill to suspend the political 
equal time requirements of Sec 315, but only for 1964 and only for candidates 
for president and vice president. 

This appears to indicate that the close-mouthed but powerful chairman of the House Com- 
merce Committee favors that much relief and no more. And this in turn very likely dooms 
broadcasting industry hopes for greater relief than that. 

Ad men flooded Washington during the joint AFA-AAW conference, but they 
still felt outnumbered. Speakers told them that there is a new feeling of "rapport" 
with the Kennedy administration, which finally begins to understand the need for 
advertising to move the economy ahead. However, the same speakers added that 
this feeling hadn't filtered down to the regtdatory agencies. 

It was predicted that the FCC would move forward to control broadcasting with 
greater and greater vigor, that the FTC would push again for cease-and-desist powers, 
that there is a new fervor for "consumer protection." 

FTC chairman Paul Rand Dixon and FCC chairman Minow tried vainly to establish 
that they were good fellows interested only in the well-being of the industries they regulate. 
In brief, both sides claimed the other doesn't understand them. 

Minow was evasive when asked by the ad men whether there woidd be future 
Chicago-Omaha type local hearings on tv programing. He said that a decision 
would have to wait commissioner Henry's report on the Omaha sessions. 

Minow did add that he feels tv station operation is much like income tax paying, 
"it doesn't hurt to be audited once in a while." 

Fact is, there is a solid majority on the Commision in favor of such local hearings at 
any tJ-me the stafF might pick out a new city as a likely spot for a replay. 
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'SPONSOR HEARS 



A round-up of 
trade talk, trends and 
18 FEBRUARY 1963 / OMr-imt im | tips for admen 



Observers on the timebuying line in New York have taken notice of this inter- 
esting turn in P&O's spot tv operations: the inclusion of more and more indepen- 
dent stations in the dishing out of brand flights. 

This widening of the open door to independents is said to provide for fringe minutes 
that can be brought in at under $2 a thousand. 

Incidentally, P&G is reported to have abandoned its national gauge for determining 
spot cpm values for a market-by-market set of standards. 

P.S. : Lever holds to no cpm standards. And the same applies to Colgate. 

What's the subtle distinction between the acceptability and non-acceptability 
of an after-dinner liqueur by tv stations? 

Jules Wile (Chirurg & Cairns) which seeks to place B&B on the medium is puzzled by 
the fact that it can't get entry for the brand while Harvey's Bristol Cream, which is 
also sold as an after-dinner liqueur, is running on tv. 

Explanation of a New York station carrying the Bristol commercials: Harvey's is basic- 
ally a wine, but B&B because of its brandy content is subject to item 5 section IX of the 
TV Code, which states that the advertising of hard liquor (distilled spirits) is not accept- 
able. 

As if things weren't rough enough for them, people in agency account groups 
have to be conversant with the lingo of the client, which in time has them talking 
and writing memos in code words. 

The outsider trying to make out one of those memos find it is digestive as a passage of 
Sanskrit. 

An ironic side: if the account i)erson is transferred to another client in the shop or goes to 
work elsewhere the old lingo would be useless to him and he'd have to start learning an- 
other code language. 

There's a significant moral behind the rapid loss of market by the manufacturer 
of a product that centered its appeal on the moppet trade. 

His advertising, loaded with tv franchises, was superbly efiScient, 

Along came a competitor with a novel merchandising gimmick. 

The manufacturer who had the market virtually to himself until then was urged to embark 
on his own merchandising blitz. He shrugged off the advice, contending that the competitor 
had come in too late to capture an appreciable share of the market: 

The competitor went all out with tv and in a few months had the lion's share of 
the market. Tlie innovator is still wondering what happened. 

Agency media people have evolved an image of station managements in the 
South that's quite flattering. 

They see these southern stationmen as more advertising conscious, more imagina- 
tive in telling about their advantages, and more aggressive in advancing market- 
ing facts. 

The admen figure that this drive is triggered by far more than a hunger for business: 
it's a recognition of major transitions of a socio-economic nature taking place in their 
region and the need for hammering away at this story consistently. 

I 
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BUY 

That very highly survey-rated, 
CBS affiliated. 
Personality activated. 
Civic-minded motivated. 
Sales results premeditated, 
Cowles station in Des Moines 

NOW! 



'■'See Oct.-Nov. Nielsen 
and Nov.-Dec. ARB 
for the highest ratings 
we've ever received. 

KRNT-TV 

"One of the great news stations in the nation" 
AN OPERATION OF COWLES MAGAZINES AND BROADCASTING, INC. 
Represented By The Katz Agency 
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called " l lic Other Side ol Buddy 
Hadcett." and althoiii^li the weekly 
liour is (allied on >VNE>V, New 
^'()lk. tlie sliow orif^iiiates from 
wliatever tity Harkeit happens to 
he appearing in tliat week. 

Ideas at work: 

• K(i>V, is moving the comics 
to tlic radio-lv page in Portland's 
tliree daily newspapers with its 
new advertising campaign. Three- 
column ads consist oi a fom-panel 
cartoon strip, featuring liie sta- 
tion's d.j.'s, news team, weather- 
man, and Happy, the mascot hasset 
hoiuid. Purpose of campaign is to 
emphasize new slogan, the Station 
wilii the Hapj)y Difference, and a 
new format. 

• To help its iiews-mincled audi- 
ence keep ahieast of world events, 
KABC, Los i\ngeles, is otfering a 
comprehensive four color "News 
.Map of our E.xpanding ^\'ol■ld." 

• WXYZ, Detroit, to spark in- 
terest among store manageis for 
the Kroger Supermarkets' schedule 
on the station has in\iied 90 Kro- 
ger store managers to participate 
in a contest to guess the total nuni- 
her of listener ini])ressions made 



i)y the spot Schedule. Winner will 
get a free weekend on the town. 
On the public .set vice front: AVLIB, 
New Vork, as a curtain raiser for 
its cam])aign in support of the 1903 
"Negro History Week," carried in 
its eniircly the three-hoiu- Carnegie 
Hal! concert highlighted by the 
preseiuation of aitistic achieve- 
ment awards to Negro performers, 
'l lie station waived all commercial 
aiuioiuK enients during the concert 
. . . On hehall of the I9f)3 Afarch 
of Dimes, KFRC^ moxed its studio 
operation to the window of Dohr- 
niann's on I'nion Scpiare in San 
Fraiu isco foi' a stai-studdecl remote 
brcjach ast. 

New Station: WIJNIJ (AM), pro- 
viding service to both the Ameri- 
can and British X'irgin Islands, St. 
St. Kilts, St. Marten, and Antigua. 
The fnll-iinie station will be repre- 
sented nationally in New York by 
I-redi Selden, .SOO East .'Sl.st Street. 

Sports note: KLAC (AM & FM), 
Los Angeles, completed arrange- 
ments for broadcasts of liig Ten 
foc)tball games during the 1903 sea- 
son. The complete schedule, be- 



ginning with the 28 September lr.| 
diana-Northwesterii contest froa 
Kvansion will be broadcast til 
south California h)- the two stal 
tions. Thus, by the time the even 
tual liig Ten winner is selec ted fo 
the Rose liowl game I [anuary 
southern California fans will havi 
been thoroughly indoctrinated a 
(<) each team's merits to appea 
against the western opponent fo; 
Rose Howl honors . . . l-'or the sec ' 
oncl consecutive year, KHJ wil 
caiiy the National liasketball Assn 
playoff games of the Los .Vngelc 
Lakers, through the end of iMarcl ' 
and bcgiinn'ng of April. 

Ila]>]>y aiuiiversary: To KTOK I 
celebrating its .^(ith year of servicel 
to Oklahoma (iitv. In honor ol 
the station, iMayor James H. Nor-^ f 
i( k proclaimed the fust week inl' 
February as "KIOK liirthdayl 1 
Week ill Oklahoma Citv." 

Kudos: Daniel W. Kops, pi esident' 
of WAVZ, New Haven, and 
^VTRY, Albany-Troy-Schenectady, a 
was elected to a second term as J' 
president of the Greater New Hay. 
en United Fund , , , Wayne Roth-' i 



NEWSMAKERS 
IN RADIO/TELEVISION 
ADVERTISING 



Robert B. Walker has been 
named president and chief ex- 
ec nti\e ollicer of American Fo- 
hacco. A former executive vice 
piesideni. Walker succeeds Paul 
M. llahn who retires 31 .March. 
I'lie ■19-yeai -old Walker joined 
the lirni in 1937. Appointed to 
executive \'ice presideiu posi- 
tions are X'irgil D. I lager and A. 
LeR()\ janson. 



{ 





James G. Cominos has been ap- If 
pointed managing director of 
the New Vork ofiice of NLSL-H. 
l-'or the past nine years Cominos 
bus been in charge of radio and 
IV programs lor the agency and 
will continue to represent this 
activity on the board of direc- 
tors of which he is a member. 
Robert F. SteinlujII continues as 
manager, reporting to Cominos. 



Ray M. Stanfield has been 
named vic e president of VCAV in 
c harge of radio. Stanfield, a Navy 
combat \eteran of Wot Id War 
II. has been Kastern sales man- 
ager lor PCiW radio. Prior to 
joim'ng the firm, he was general 
manager of radio station WLS'I', 
Charlotte, X. C for over five 
years. He previously was with 
WFl'.C and WF |C, '(;reenville. 




i 
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I), liiiin (lircdor ol W'KjC; (AM 
TV), Fi. \\';iyiic, got ilic l loosi- 
C^oopciiii ivc Clinic's "OiiisiaiKl- 
g l";inn Hioiitltasici " awMid ;u :i 

cctiiig ;u I'lndiic U WKOW. 

iidison. ,s;ilcsm;iii, Dick Wildor, 
IS one ol 22 lioiioi I'd ;ii ilic ;m 
lal dislinguislicd salesman award 
in(|uci ot ilic Sales and Markei- 
g Execiil i\ e,s (llul) of Madison 
. Koi" its sei v( ie (o the Spauisli- 
icakiiig (oinmiiiiiiy ol i.os 
;le.s, KWKW got a .special srroll 
(-oiiuneiidatioii fiom liie Couiuy 
oard of Supervisors . . .Eugene E. 
mlor, general manageiol W'CKN, 
Ft. Pleasant, was named ilie ciiy's 
m.sianding young man ol (lie yeai' 
t ;r joint meeting ol Mi. Pleasaiii 
;ivi(e rlui)s. 

EOPLE ON THE MOVE: Sieve 
ox, formerly piomotioii director 
I KHOW, Denver, to promotion 
lercliaiidising director of KOA 
VM-FM fl- TV), Denver, rci)lacing 
'lick Sciiafbiidi who moves to the 
tation's .sales stall . , . William I>. 
~h(>niason, Jr.. and Wayne H. 
Valdo to acconiit executive at 

|i \' W'V, Norfolk-Newport News . . . 

Lou Strittmaiier to general srdes 



manager ol WICI'l, I'rovidciH e. Al 
Korui.sh will succeed liiiii as gen- 
eral sales manager of WAKM, 
Scranion- Wilkes-Uari c . . . Alike 
Powell lo assisiaiil news diiecioi 
ol KSI'O, San I'laiicisco . . . All>eii 
"Al" Clnisiy lo general sales man- 
ager of W'lllJ, Kansas City . . . 
Mary I. Devlin lo Wl'IuV, I'liila- 
delpliia, in charge ol special proj- 
ects . . . Vin Maloncy lo news di- 
rector ol WI'lKl, ISoston . . . [oliii 
(London to manager of K r,\C, Ta- 
coma, succeeding jerry Cieelian 
wli() assumes ilic duties of general 
manager of all Tacoina liroaclcasi- 
ers' c)peraii<)ns . . . Jiiii Seiiiiey lo 
jnomolion manager of K LZ (y\M- 
FM X: I V), Denver . . . jolin R. 
Long, Jr., ro assistant lo the |)rcsi- 
deni' of WSIX, Inc., Naslnille, ra 
dio and tv o|)eialion . . . Harold 
Parry lo \ice |)resideiit in charge 
ol sales at WZIl', C^incimiati. 

¥m Stations 

KLUE (FjM) makes its debut in 
Lougview, Tex. on 24 February. 

Programing will consist of "The 
Wonderful World of Music" pins 
news coverage front .Mniiial liioad- 




Vic Piano has organi/.ed iiul will 
direct the 0|)erati()iis of his own 
radio i\ lepreseniatix-e lirin 
beginning 1 March. A xxneran 
of 22 years in broadcasting, 
Piano resigns his jjost as \ice 
|)iesidem ol I'GW radio after 
four ycais ser\ ice. His new com- 
|)ain will be called Vic Piano 
Associates, and will be located 
at 211 East S.'iicl St., New York. 



casiing and the I exas Siaie Nti 
woi k. I loins ol c>peration: lir.-'iO 
a.m. mitii I 1 p.m. clail). 

I'CC gave a green light lo WKRC 
(FM), (>ii!c iniiat i, lo double iis 
power ic) 10 k\v. 

This, coupled with the lectnt 
couipletioii ol a 'jTI looi lowei 
Irom which both WKRCJ Im and 
t\ beam their signals, gi\ cs the I in 
outlet the ecpilxaleni ol .')() k\v at 
.')()() feel. 

Station also ic\ealed plans to 
laniicli fm steieo bio.'idcasiing next 
month with piogiams Irom tlic 
OXR Network. 



Sports note: i\ll I'.Hi.". g.imes ol the 
Atlanta Crackeis will be broadcast 
on WSP. (FM), \tlania. Accoidiiig 
to a joint aiinoinicemeiit. "tlie 
baseball club has made a ihorotigli 
study ol radio broadcasting possi- 
bilities and found no Atlanta am 
station a\aihible for the baseball 
schedule due to client conimii- 
luents." 

PEOPLE ON THE .\rOVE: Peter 
V. Taylor to program director for 
KKOG, San h'tancisco. The sla- 




Edward Papazian (no relative 
of P.BDOs Ed Pa])a/ian) has 
been a|)poiniccl manager ol the 
t\' division in the Kat/ Agciuy 
new Philaclel])hia ollicc. Pa])a 
/,ian resigns his |)osi as media di- 
rector of the ladio t\" (le])art- 
menl of (.ray & Rogers aftei 
eighi years with ihe Inni. Prior 
to that he served wiih WFIL 
(.\M T\') Pliiladeli)hia. 



Robert S. Smith, formerly vice 

I president and director of pro- 
graming for WOR (AM TV) . 
has been named \'ice president 
,HMcl station manager for both 
Istations. Smith joined WOR in 
hdbC) as radio program director, 
a post he held at WINS. He 
spent 10 years at WNEW .serv- 
ing as a producer and director 
after leaving WRC:A. 




Ralph 0. Briscoe has been 
elected controller ol the (Jolnm- 
bia liroadcasting System. He 
joined C1>S in l!)5.S as a member 
of the corporate budget section; 
became director of the secticjn in 
l!)5'.l lor the CBS T\' stations 
division and in l'.)()2 was named 
an a.ssistant controller for CHS. 
Formerly with Liiuoln-Merciiry 
and Curiiss- Wright. 
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All about time... 
in 12 hours 



Involved in time buying? 
Broadcast sales? Traffic? Work 
in New York for a rep, network, agency or advertiser?" 
Chances are you've got problems. We've got answers— in the 1962-'63 
Time Buying and Selling Seminar. The new TB & SS is "all about time." 
It's a one-of-its-kind, 12-hour course in the business side of broadcasting, designed 
to help make your work easier and provide the know-how that can mean faster advancement 
^ Curriculum : Covers everything from the basics to the nuances of time buying and selling 
Sessions: Eight, 5:30 to 7:00 p.m., every Monday starting February 25. Instructors: Indus- 
try executives representing advertiser, rep, agency and network operations. ^ Enrollmeni' 
is limited to 75. So use the coupon below today to reserve your place. (The check you send u 
tax-deductible. But then it's probably also a step toward a higher tax bracket.) ^ If you 
prefer to first see a program listing the Seminar subjects, call Claude Barrere, Internationa" 
Radio and Television Society, PL 8-2450. 



enroll me Immediately In the Spring '63 IPTS Time Buying and Selling Seminar (Fee: $t5) 



Check enclosed 
Please bill me | | 



-Firm- 



Address_ 



TIME BUYING AND SELLING SEMINAR ■ INTERNATIONAL RADIO AND TELEVISION SOCIETY • 444 MADISON AVENUE, NEW YORK 22,N.Y 
62 SPONSOR/ 18 February 1963 




New officers of the Broadcast Representative Assn. of Dallas 

As the group enters its 2nd year, new officers are Clyde Melville, pres.; Frank Carter, John Blair 
Co., v.p.; Robert Dalchau, H-R, secy.; Tom Murphy, Boiling, treas. Board of directors includes 
the new officers plus David Rutledge, Katz, past pres.; Steve Beard, Blair; and Barney Broiles, 
Petry. Here (standing l-r): Broiles, Rutledge, Murphy, Melville. Seated: Dalchau, Beard. Carter 



ion, till rent ly KI>A^^ begins opcr- 
lion under the new call letters on 
i\farcli. 

Reps 

ollowintf (he FCC release of the 
lalional spot radio fii^iires sliowiiiii; 
hat the loj) 50 markets get ahum 
0% of the hilling, Prestige Rcpre- 
cntation Organization sees a pos- 
ihlc trend in the oj)j)Osite direr- 
ion. 

PRO sells only for stations in 
narkets below the top 50. Accord- 
ng to an analysis ol its activit) in 
962, the firm reported: 

• 39% of all its accounts had 
lot before used radio in the se- 
eded market. 

• 35% were renewals ot previ- 
)us business. 

• 2fi% represented switches from 
:ompelilive stations in the same 
narket. 

This was the second consecutive 
^ear that the laigesl single calegor\ 
)f company sales was to advertisers 
ising radio in a market for the 
irst time. 

Mario Messina, formerly regional 
;ales representative for radio and 
:v stations for a Dallas firm, has 
)pene(l his own shop as a South- 
ivest regional sales rep. 

The address: Mario Messina Co., 
532 Fidelity Union Life Pddg.. 
Dallas 1. 

Rep appoinimenis: WKl.Z, Kala- 
.Tiazoo, to Prestige Representation 
Organization, from Gram W'^ebb 
. . AVAIV (FM), Indianapolis, to 
Sumner-Weed . . . WI-OX, Mil- 
waukee, to Spot Time Sales . . . 
WAV!, Dayton, to Afid-West Time 
|Sales for regional sales. 

PEOPLE ON THE AfOVE: Frank 
Sabalo to assistant in the national 
sales comptrollers office at RKO 
General Broadcasting Xatioiial 
liSales . , . Ray Stanfield, eastern 
sales manager for Peters, Griffin, 
Woodward, in charge of radio, has 
' been elected a vice president . . , 
■ Joseph S. Rank, account executive 
in Blair Tv's Los Angeles office, to 
the New York office in tlie same 
capacity . . . Rudy B. Wissler, Jr., 
to account executive in the Los 
Angeles oilice of Blair Television. 



Film 

The audience-drawing power of its 
post- 1 950 feature films is l)eing 
boasted by Seven .\rts, which has 
some ARB rating aminuniticm to 
prove ihe i)oint. 

One instance where the films are 
ouiiaiing priine-iiine neiAVork com 
petition, wliiili :ilso liai)i)ens to be 
a iiio\ ie, is in llai llord. 



\. .s|)Ccial ARB (oincideiiial tak- 
en on 1 February showed ihai 
against the debut ot ihe N'lK] 1 \ 
".Monday Night .Movie." WTIC- 
T\' counlei -jjiograiiied Sc\en Arts' 
"Kiss Them for ,\fe" and swept all 
coni|)etition (onibined wiili an av- 
erage rating of 2().2 (coni|)ared to 
16.3 for NBC) and a 52% sh:.ie-of- 
audiencc. 1^ 




Station and Chubby Checker cheer children around the world 

R. Peter Straus (r), WMCA, New York, pres., and recording star Chubby Checker (I), accept a U. S. 
Committee for UNICEF award for their campaign. Chiibby's appeals for donations were aired ex- 
clusively by WMCA for highly successful drive. U.N. staffer Doriane Kur? presented the award 
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RADIO GROUP 

(Co)! I in lied from .iS) 

;i,s;.iiiiM |>'i"''>. iio iii.iiter how 

aiiia(ii\cl\ piukaged wiien tlicy in- 
Nolvcil aii\ rate dining, lint il the 
l)asi( ()l)jeiti\e ol groiij) |)hins is to 
make a iniihi-niarket radio buy at 
regular (an! rales simpler to piir- 
thase. liien The Kat/ .Xgeiuy is lor 
Midi <i plan. Sihediiles on all or 
an\ mmiher ol radio stations we 
represeiii (an be boiiglii and |)aid 
lor with one order, one hill, one 
(heck." 

Kellner added: "Xow more than 
e\cr, it is essential that ad\ertisers 
be free to exercise scle(tivity ol 
iiiarkeis, and the lre{piciKV and 
weight ol impressions they leel they 
need iiiarket-by-markei. Only spot 
oilers this llexibility and freedoin of 
marketing action. . . . Today's in- 
formed buyers of radio !ia\e also 
gone beyond the simple numbers 
buy. I hey know the stations in 
eadi market, are aware ol eadi sta- 
tion's programing and appeal and 
the type ol aiidientc eadi station 
attracts. Buyers want to, have to. 
be Iree to maidi prodiid and mar- 
keting objectives to prospects. Such 
freedom is often impossible if 
they're boxed-in in a rigid group 
plan buy." 

Frank M. Headley, diairman ol 
the board of H-R Representatives, 
said that his organization's group 
plan had done very well. "Ours 
docs not cut rates and is entirely 
realistic with the needs of the in- 
ibisiry," he said. 

F.dward IVir\ &: (lo. has not (on- 
.sidered pittiing together a group 
plan because it did not feel the 
need for it, a((()r(ling to Martin 
l'er(i\al, eastern sales manager. 
"We run on the philosophy of mar- 
ket by market representation." 

Maurie Webster, \i(e jjresident 
and genera! manager ol V.WS Ra- 
dio Spot Sales, said, "we see spot 
radio as a potent sales iiiediinn 
wliidi permits an a(l\ertiser to 
(boose his markets and .select his 
stations to best readi the customers 
he wants. A group buying plan is 
of greatest value with a long sta- 
lioii list and one where stations are 
ol iuie(pial \aliie. The temptation 
to make an easy buy often over- 
(omes the \'alue ol making a con- 
sidered bii) wliidi would prodiue 



more elle(tive adxertising inipa(t 
for the client's budget. 

"With major inllueiiiial siaiions 
in lop markets, and with the time 
and manpower to sell the values of 
cadi, we leel the group plan has 
no ad\aiitages lor us or lor our 
dicnts," Webster said. 

Ridiard (^losc, vi(e president of 
W>C Spot Sales, had no comment 
Kj make on the subjed. 

Benefit to reps. IJoyd X'enard, 
president of X'^cnard, Torbct &: Mc- 
(^onnell, told sponsor: "About 18 
months ago, when the group plan 
was at its peak, we checked with 
our stations and we loiind no inter- 
est in a group plan on the bnsis 
that group plan operation meant 
cutting the rates on the station. 
Some look the attitude that group 
plans benefit the representatives 
and do not benefit the stations. 

"If the basic objc(tivc of a group 
plan is to attract money into radio, 
it (ails. Smaller appropriations ])cr 
market can't iiu rease radio total. 
Furthermore, several ageiu ies have 
expressed tliemseh es as finding that 
group plans be(()mc very cumber- 
some when there are spots missed 
and must be credited. 

"The lact that," X'cnard (on- 
tinucd, "in the last six mouths we 
have adde<' two stations, leaders 
in their market, who ga\ e up group 
plans to have our representation, is 
in(licati\e that group plans do not 
solve problems that cannot be 
solved by strong indi\ i(lual presen- 
tation lor each station." 

"File whole emphasis of group 
plans is on the case ol bu\ing and 
selling ol the medium rather than 
on the [jroblcin of moving ihe cli- 
ent's products olf the sliehes, Don- 
ald {. fhiinn, director of national 
sales lor RKO (leneral National 
Sales Division said. 

"Spot radio salesmen have always 
einpliasi/ed the inipad of radio in 
re:uliing ])eo|)le and selling mer- 
(liandise at a (ompetitive cost elli- 
(iency and with llexibility. ("on.se- 
(picnily, when a radio group is 
constructed by a national sales or- 
ganization, there has often been a 
tendeiKN lo dwell too heavily on 
the national network approadi . . . 
cheap and supplementary and easy 
to buy . . . rather than on spot's 
forte . . . elledixc and clli( ient." 



PIGGYBACKS 

(Coiiliniiril Ironi jxi^c 28) 
little to guide them except 'ge 
eral pra(ii(e' whidi apparent 
(an \ary with the rise and fall < 
a(l\ertising budgets and the d 
maiids for i\ lime," MadJonai 
pointed out. "We think that th i 
(piestion ol the use of piggybad 
(omes under the broader (juestio 
of o\cr-coninier( ialization." 

.\ more benign glaiue at pig^' 
ba(ks was lakeii by William ( 
Dekker, \.p. and media diredo 
Fletcher Ri( hards. Calkins &: Ho 
den, who told sponsor that th 
type of (ommercial "can be ec< 
nomical and uselul." but h 
warned that an a(l\ertiscr shoul 
re(()gnize (crtain (riieria belor 
planning to piggyba(k. 

Dekker listed these fadors 
"(Compatibility ol produds {ban 
and eggs) ; ac(epiance by networ! 
or station with regard to protet 
tioii of coiiipetiti\e advertisers 
possible 'double exposure' confii 
sion for viewers, :uul intcgratioi 
ol produds in message or jii.s'a 
ba( k-to-ba( k." J 

"If these and possibly otlie I 
(riteria are well weighed, (arcfiill' 
lliouglil through as part ol 
incdia-iiiarketing plan, and prod 
u(t a((cptancc by network is es 
lablished, piggybacking does nor 
seem to present a problem," l)ek 
ker dcdarcd. 

Perhaps one of the most pn) 
nouiKed users of piggybacks is th(' 
toy industry and consequently it;' 
opinions on this type of advcrtis 
ing must be (onsidcrcd in any 
roundup on the subjc(t. A spe 
(iaiist in top adxertising is Mei 
Hclitzer, president of Helitzer. 
Waring X: Wayne, a (iotliam a<t 
agency majoring in diildrcn'^ 
prod IK t advertising and market- 
ing. Helitzer ])ulls no ]jim(hcs as 
regards piggybad. "We are recom- 
mending to all our dicnts — manu- 
facturers of diildrcn's products 
and producers of diildren's serv- 
ices — that they use the piggyback 
(ommercial dc\ice this year," 
Helitzer remarked to sponsor." We 
iliink it is necessary and important 
lor two reasons. First: piggyba(ks 
are especially ellective for iwo 
products when they've been 
around for sotne time and are 
known. That's why, say, in an in- 
trodudory campaign we'll use a 
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III! iiiiiiiiu' 1)111 ill ilie .sl'ioikI 
Wcc'p or ])li;i.sc ol I he campaign 
,c'n K<) to |)igg)l)a(ks — a shorier 
crsioii ill ihc re-nm period when 
e're in a Coca (lohi siagc or one 
i reminder advertising." 

Ilclii/er's second reason for iiig- 
ng ])iggyha(ks is (o tie-in ])r()(hi(ts 
»'lii(h a.])|)eal to Ijoys as well as to 
iris, laiiiuhiiig the (ommertial 
\ilh an a|>|>r(>a(h siidi as "Now, 
)0)s and girls, we ha\e something 
I interest to botli ol yon." Tlien 
he (onimercial goes into a prod- 
id lor the i)()y.s, lollowed l)y one 
or the girls with this nnilicd ap- 
)roa( h designed "as insiiraiue to 
;et a children's audience." 

"This gives iis a hetter fighting 
hance lor the audience and in- 
rcases our odds on kcc])ing their 
merest," Helit/er ol)serve(l. ".And, 
)f course, the ])rodiict shoiiltl he 
•elated — siuh as a doll and a doll 
'arriagc, a plane and a tank." 

spoN.soK al.so t]ui//ed the creative 
Taftsmen and technicians tailed 
ipon to inaniiractiire the comincr- 
ials, namely the inventi\c film- 
nakers without whom agencies 
ind clients would he almost riul- 
ilerless. Speaking strongly, Ri>l)crt 
Bcrgmann, inlorination director 
dI' the Film Producers /\ss'n and 
president ol Filnicx, Inc., asserted 
that tiic greater ii.sc of piggybacks 
"actually weakens the power ol 
i)otli coniniercials," 

Bcrginaiin, ;i great advocate of 
better commercials through hetter 
\i,siial statements and hetter visual 
flow and transition dcxites, said 
"strong visual statements should 
iinolvc the product and people 
retpiire working room." "Piggy- 
backs shorten the eticctiveness o\ 
the .sell, cf)nfiisc and irritate l)\ 
stabbing the e\e with punctuation 
<lcviccs," Bcrgmann ()j)ined. "l"he\ 
intcrnijjt the flow of interest, 
destroy concentration and lea\e no 
lasting imj)rcssion of a product's 
worth." 

A dim view of network behavior 
regarding the use of ])iggyl)acks 
was taken by Don Kearney, direc- 
tor of sales, C^orinthian Broadcast- 
ing Corp., who said "agencies 
retommending ])iggyback commer- 
cial treatment to their clients run 
the risk of ofTcncling the public 
throng h ovcr-cc>mmerciali/ation 
and also dissipating their product 
messages." 



".Stations are iiaiinally war)- of 
pigg) back-type orders because they 
wisfi to a\c)icl I riple-spoi i ing pos- 
sif)ifii ies," Kearney saicf. "Stations 
also wisli ilieir networks would 
ha\o an ecpially siendlast ])olit) 
on such orders, alihoiigh their 
recent ])rac lice's are iicn eiifonnig- 
ing." 

SPONSOR asked ilie liiree lelexi- 
sion networks to ])re.sent their cur- 
rent ])C)licies on this matter. Basi- 
calh, this is the way it sha])es up: 

(UiS Tl': In a tla)iiine (piarier 
iiour an advertiser has three com- 
mercial minutes and may use com- 
mercial messages lor four cliilcreni 
])rc)diicis. In a liaH-hoiir nighttime 
])rograin an advertiser is allowed 
three tomnicrtial nn'miics, one of 
which may be a piggyback com- 
mercial. 

/J/JC' '/'('.• In nighttime an adver- 
tiser is allowed one ])iggyback per 
hali-hoiir and two j)iggybacks in an 
hour |)rograin. Tiic same polic) 
prevails in (he daytime. 

Xl'iC Tl': In nighttime hour and 
half-hour regular .shows piggybacks 
can be ii.sed in any commercial po- 
sition. XBC T\' docs not have re- 
strictions at the present time in the 
hour and half-hour shows f)ecaiise 
there has not been sulliciem use of 
piggyf)acks to create any cfifhcufty. 
For fonger shows (Siiliirdax .V/<^/(^ 
Al the Monies, lor c\;uup\c) wfiere 
commercials are l)ack-to-l)ack, there 
are individual restrictions where 
piggybacks can be used liecanse ol 
ihc X.\H Code which rc-siricts pro- 
graming to three commenials in 
succession. In the chutiine, one 
piggyback is pcrinitted the "major" 
spon.sor of one I5-minute segment. 
If the "major" sponsor does not 
take the piggyback, the "minor" 
s])onsor tan take ii. In the longer 
sliows (Mew Gri[Jin Slum', for ex- 
ample) no j)iggybacks arc per- 
mitted. 

Piggybacks slioiild be permitted 
when the situation is aj)pro])riaie, 
Max Tcndrich, executive v. p. and 
media director of Weiss Geller 
said. With the ever iiicieasing costs 
for tv,, spot and network, an adver- 
tiser and his agency are confronted 
with limitations ol f)iidgets for the 
|)rocluct mix, reiuirich |>ointed 
out. 

"Do we run comjjlete minute 
commercials on a single iModiict 
with less lrec|iienc y, or do we niain- 



lain liec|iieiicy by tagging aiiothc-i 
product to ilie tail end ol tlic spot 
in order to get ilie hiirclen of Ixidg 
et off tfie first product?" fendiicli 
;iskecl. 

In the same vein, reiidricfi 
|)osect this c|iiestion: liow long 
slioidd the liisl ])lug be and what 
lime should b« left for the second 
])rocliict? "The tv networks and 
stations, shackled l>y |>rodiict con 
Ih'cts have f)een coin])ellecl to be 
stringent on the acce])tance ol ])ig- 
gybac ks in certain situations," he 
said. "However there has not been 
a iniirormiiy of regulation and 
rightly .so!" Where there is a re- 
semf)lancc of the two clifteiing 
products: lor exam])lc, :m electric 
shaver and an after-shave lotion, 
an ironing table and an iron, a iv 
set and stereo radio consoles; these 
should be ]K'rinissil)le situations." 

What al)out the viewer? 'lend 
rich replied that there were al- 
ready enough c c>in|>laiiiis about 
over-commercial i/.ai ion of programs, 
cspecialfv the movie shows and that 
|)iggyf)acks oidy make this situation 
worse. "The cpicstion is whether 
the rules on piggybacks are rigid 
enough or too rigid," Tendrith de- 
clared. "Should a piggyfiack f)C ar- 
ceptal)Ie il slotted alone and re- 
jected if back-to-back with another 
minute connnercial? What about 
the effectiveness of the commercial? 
Surely there is need lor research to 
ascertain the strength on accept- 
ance of copy ])oinis when spread 
over more than one ])rc)chut. There 
has not yet really been enough ex- 
j)ericncc and research for black-or- 
vvhitc rulings on the acce])iabiliiy 
of ])iggyback commercials. Are 
these commercials detrimental to 
the tv stations, to the adveriiscr. or 
to the viewer?" 

The consensus among station 
owners is thai the XAli Code is 
Weak as regards piggybacks and 
that the networks should not 
knuckle under to advertisers on 
this issue. As one station ov\'ner 
put it succinctly: "For a stntioii to 
turn down 'integrated' s])ots only 
to see the same sj)ots later on the 
network is certain inconsistent." 

Clearly, the situation calls for a 
solution, and the indiistr) feeling 
is that more light must be thrown 
on the matter when the NWB 
members convene in Chicago in 
A|)ril. ^ 
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DENVER GROWTH 

[Coulbuicd from fm^r .'$')) 

I><>|)iil:iti()ii. It is ail cxceptiDiuil 
growth area in our loiintry that 
we coiililirt aliord to overlook." 

Advertising club. Denver is pri- 
marily a ilisirihutioii center anil 
can claim only a handful of mann- 
faitming ioni|>anies who market 
their |)ro(hiits nationally with the 
hclj) of Dcnver-i)a.seil ail agencies. 
\'ct the Denver ail ihib is the old- 
est and one of the largest advertis- 
ing rlul) in the states. It was es- 
tablished in IH'Jl and records a 
nicmbershii) of nearly yOO. 

Denver has abont 100 ad agen- 
cies anil i).r. firms which i)lace an 
estimated 550 million worth of ad- 
vertising b\ and for Denver area 
biisine.ss men each year. Agencies 
vary from the one-man shoj) billing 
S.'iO.OOO to -SIOO.OOO to the two 
largest agencies, liroyles, /Mlebaugh 

Davis, and Rii>ijey, Henderson, 
Biicknnm and (Jo., which enjoy an- 
nual billings in the .S2 or .S3 mil- 
lion categor)." 

jack Hull, j)resiilent of the ad 
ilub .says: "Denver will continue 
to become an increasingly impor- 
tant market lor national advertis- 
ers. In fact if the growth of the city 
continues at its present i)ace, his- 
torians might well look back on 
the i)resent fleiaile as the econonnc 
heyday of Denver. It is a good 
seller's market, an invigorating 
plaie lo live, and a friendl) place 
to do business." ^ 



SCOTT PAPER 

(Continued from page 29) 

"When we go into full -.tale 
testing, we have to sj)cnil a lot of 
nione\ to find if there is a margin 
of recognizable difference between 
the new product and what is al- 
ready on the market," Dingfeliler 
said. "The test marketing meas- 
ures the relationshij) between the 
quality ol the product and its 
value to the consumer. It is an 
ini|)ortant dress rehearsal for the 
national introduction of the proil- 
ui t." 

After the j)roiluit is in national 
distribiuion, Scott maintains con- 
tiiun'ng consumer sur\eys to see 
who's using the iiroduii and 
whether or not it is liked. It also 
(onihicts continuing measurements 
ol its advertising j)rogram. 

Scott's Industrial Packaged Proil- 
ucis di\ision reiently broke new 
rcscai'cli ground when it conducted 
a stuily to measure the effective- 
ness of magazine and mail adver- 
tising and distributor's salesmen's 
incentives. 

This study, exiilained IJurt 15. 
Rocns, industrial merchandising 
manager, indicated that Scott's 
consumer advertising created a 
"tremendous" amount of recogni- 
tion for Siott's industrial j)roducts. 
As a result of the stud), Scott was 
able to determine how nuuh ad- 
vertising was necessary to maintain 
or increase awareness of its indus- 
trial i)roducts. 

'The decision was made to 



RAB fires back at Bureau of Advertising 

RAB issued a sharp reply last week to charges by the newspaper 
Bureau of Advertising contending RAB "unwittingly" issued facts 
proving the "efficacy" of newspapers in its study of buying during 
the newspaper strikes in New York and Cleveland. (Sponsor 11 Feb.). 
"The only 'unwitting' statement," said RAB, is the one made by the 
newspaper bureau . . . which demonstrates "it is not ready for this 
type of professionalism in media selling when it says such a view- 
point could be offered unwittingly." While the newspaper bureau 
attributes dips in Federal Reserve figures to the absence of news- 
papers, RAB said, the fact is the latest Reserve figures show 16 other 
cities exceeding New York's drop and 28 exceeding Cleveland's drop. 
RAB attributes declines to the fact that stores are now spending in 
other media only a fraction of what they would normally spend for 
advertising in newspapers. RAB also pointed out that there are 
sharper drops in cities with full newspaper service. 
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maintain the pieseiit le\el ^ 
awareness.' Roeiis said. "'1 li 
level is very high — — and th 
added awareness we would 
from increased advertising woul 
not be worth it at this time. Oi 
the other hand, we found tha 
awareness would drop off quickl' 
if we decreased our advertising." 

Marketing research. One of th( 

most significant rcsidts of Mc 
(babe's strong interest in marketing 
research was the establishment, ir 
l'.)r)2, of the Marketing Science In 
stitiitc in Pliilaileli)hia. Undei 
McCabe's leadershij), 29 blue chi| 
coinj>anies joineil to j)roviile fund' 
for the institute which is dedicated |^ 
to basic research in the field of „ 
inarketuig science. Among the*' ^ 
goals of the institute will be estab- I 
lishment of advertising objectives, | |^ 
the develoi)meiit of ways to ai)i)ly i 
mathematics and advanced tech- 
niques to marketing, ways to meas- 
ure advertising eficctivcncss am] 
means for making advertising more 
effective. 

Rut leseaich at Scott is not an 
academic i)ursuit. E\cry member 
of the marketing team carefully 
lK)ints out that the basic motive of 
all marketing activities is profits. 

"The function of research at 
Scott is to track what wc arc doing 
at every step," exijlaincd Thomas 
W. McCabc, Jr., vice i)rcsiclent in 
charge of retail, industrial, and 
export marketing. "We analyze 
every aspect of our advertising and 
j>roiluci j)erfoiinance to make sure 
that what we are doing wc are 
doing better than anyone else. We 
know that if wc arc better we can 
exjx?ct reasonable j)rofits." 

Scott's balance sheet |irovidcs 
cloipieiit testimony to the success 
of the conii)any's marketing jihi- 
losoi)hy. In 1902 sales and earn- 
ings reached record levels for the 
fifth ceiisecutive year. In five years 
the company's per share earnings 
climbed bv around .'55%, 

"Scott shows the highest return 
on ecjuity of any company in the 
paper j)ioclucts business.' said 
Tom McCabc, fr, "Our growth in 
l>rofits has no peer in the indus- 
ti) " he added. ^ 

There really is no arguing with 
Scott's record of success. There I 
probably are some valuable lessons I 
to be learned from it, however. ^ 
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^SELLERS 
» VIEWPOINT 



By Dick Clark 
Star 

Dick Clark Radio Show 



How to sell the teenage market 



Iow large is the teenage market 
and wliy is it essential that to- 
ly's advertiser appeal directly to 
enagers? The projections of the 
. S. Census Bureau show that by 
)65, half of the people in the 
"untry will be under 25 years of 
;e. . The 25- to SO-year-ohl group 
ill decline at the rate of 1% a 
ar between lOfiO and l!)r)5, while 
le number of teenagers will have 
icreased by SOH^- Another source, 
he Small Business Administrn- 
on reports that 15 million teen- 
;ers are currently sjjending $10 
illion a year. It notes further the 
igh influence of teenagers on fain- 
y purchases, from furniture and 
jpliances through recreation 
juipment. 

No other firm has made as com- 
rehensive study of this market as 
le Gilbert Alarketing Group, 
hose clieius include a network, 
eneral Electric, Ameiic.in Tele 
hone & Telegraj)h, anil many oth- 
I" leading manufacturers. After 
900 polls of teenagers, Gilbert re- 
orted that the average weekly in- 
mie of tlie teenage boy is §8.90; 
le teenage girl, $0.59. Many earn 
Ip to $40 per week from j)art-time 
ork. 

Virtually all this money is spent 



on himself. 05'"^ pay for their own 
entertainmeiu — movies, amusement 
parks, bowling, miniature golf, and 
confectioiiaries. 10% buy their own 
s])orts equi])ment. 

In a poll of 4,960 families to de- 
termine the teenager's influence on 
family j)iircha.ses in 11 produit 
categories, Gilbert found that they 
hail "all the say" in 75% of the 
categories. Categories covered tooth- 
paste, deodorants, radios, records, 
fountain pens, watches, je\\'elry, 
shoes, shirts, dresses, and suits. 
C;irls have a 89.9^0 "all the say" 
in the selection of the store of |)iir- 
(liase; boy's 80.1%. 

If you have not as yet advertised 
spetifically to the teenage market, 
let me give you some guidelines in 
selling to them. The teenager is 
nothing more than an adidt with 
less ex]jerience. His or her prob- 
lems are esseiuially no difTerent 
from an adult's — j)roblems with his 
girl friend rather than his wife, 
how to borrows' the car rather than 
pay for it, how to stretch his allow- 
ance and/or part time income just 
as an adidt must do with his salary. 
So sell him in an adult wa\. Don't 
talk down to him. 

Over half the girls in the United 
Slates aie married by the lime they 




Dick Clark, famous as a tv per- 
sonality, lias turned to radio as 
star of the Dick Clark Radio Show, 
produced by Mars Broadcasting, 
Stamford, Conn., in association 
zoitti Dick Clark Radio Production. 
The program, xuhich premiered in 
January, has already been pro- 
gramed by 20 radio stations. Via 
neio production techniques, the 
local announcer and "audience" 
are taped separately. 
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arc 2lt, 11% arc adnally going 
steady l)y the time iliey arc I'l. A 
teen age boy or giil is a sni.illcr 
(somciinics) version of ,i grown up 
— except thai he oi she hasii'i yet 
been battered aionnd a hit by h'fc 
and fate; a liiile 1)[( ol iliat and 
suddenly they are (oiisideicd atlults. 

When selling to ilie iccnagcr, 
slam your copy lo ilie girls, or if 
litis is not possible, write yonr (ojjy 
so that the boys will have tlic girls 
in mind. There is hardly a medium 
that can reach a teenage boy. There 
is no Esquire, no Playboy. A sure 
way to reach the teenage boy is 
through a teenage girl. Whether 
it been a teenage boy or an adult 
male, the woman is almost always 
the iidluencing factor, just think 
for a minute — how many times has 
your teenage daughter influenced 
major purciiases — whether it be a 
color jjhone, a convertible, or any- 
thing else that makes her happy. 

Girls exert the same inlluence 
that their Motheis and older sisters 
do — they nm their adolescent 
world. Teen age boys spend their 
money to inlluence girls — even 
more than adults do. A boy's bi- 
cycle, car (if he has one), clothes, 
even the premature use of a ra/or 
is often related quite directly on 
the affect it will lune on a girl. 
Not only that, but more things 
used by a boy aie bought for him 
by his Mother. 

One last point — the station to 
buy when you want to rea<h teen- 
agers. Both teenager and adults 
respond to the same kind of enter- 
tainment. A\'e'\e proved this on tv 
with American Bandstand, which 
has a 50% audience over 18. 

And it's been proven in radio for 
ten years. That "terrii)le sounding, 
riilicidous, hot-rod. 'rock 'n' roll' 
teenage station that nobody listens 
to" — in the words of ihe sophisti- 
cates — is the siatiou that both 
adults and kids are listening to. 
What the sophisticates don't under- 
stand is that the "loud" station is 
almost always the high rated sta- 
tion in the market, at all times of 
the day. Times of the day when 
the kid is in school are the times 
when their adult listening invaria- 
bly exceeds that of any alleged 
"adult" radio station in the mar- 
ket. 

6T 
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^SPOT-SCOPE 



Significant news, 
trends, buys in national 
spot tv and radio 



Itiiyiiis^ is iiudtTway lor a iv .spot schedule oiH ol McCaiui-Ericksoii 
Ohicago, lor Secure, the new deodorani from Heleiie C^tiriis. Action wil 
take |)la(e in the lop 15 markets, via night and Iriiige minutes in a ionr- 
week (ainpaign sihednled (o liegiii in Mardi. 

in Aj)ril, Secme will pariicijtaic in (liiriis network, on piodiiti roia- 
tion basis, in siu h shows as Satinday Xiglit ill llir Movies, V irgniiiuis, ant! 
I(i(k I'iKir. 

According to (;iiriis sonrt es. it is possible that pan i( ipailoiis in another 
net show may be pindiased, also. 

Norilieni C^alilornia IMymonili Dealers Assn. (N. W. Ayers, S. F.) have 
set a li^•e-^\•eek saiinaiion ))rom()iioii in iMarch and Ajjril. The hidk of 
the push is c oik entraied in radio/tv spots on stations in (^alilornia from 
X'isalia-Hanloi d north to Oregon. Nevada (except I.as X'egas) , Tiali and 
vSonllieasiern Idaho. 

SPOT TV BUYS 

Heritage lloii.se i'rodiicis, Piiisburgh, is buying in some .Hti markets for 
a campaign to push its lawn seeds and lawn aids. Minutes, 2(ls and I.D.s 
will be used in and around news, weather, and sports shows: in prime 
limes; and adjacent to weekeiul sports events. lUiys will vary from a 
miin'mmn oi 'JO to a ma.ximimi of ^55 spots per week. Start dates vary with 
lonthern markets begiiuiing mid-.March and northern markets siartinj; 
posi-liasier. DinMtion ol the campaigns will be six-eight weeks in major 
maikeis and fixe weeks in minor maikeis, .\genc y is W'erineii S; Schorr 
I'liilaclelpliia. The l)u\er: Pete Holland. 

deneral Foods will launch a ihrec-week push lor its Instant .Maxwell 
House (iollee begiiniing -n Fel)ruar\. I'lime I.D.s arc being sought. 
\gency: lieiuon is: liowles. The buyer: .Mike Selberi. 

.\merit;m Sugar is roimcling up clay miiuites and chaiid>reaks lor a l.S- 
week campaign lor its \ arious prodiicis. Stalling date is -I .March. Ted 
l>aies is the agency and Chei Slaybaugh is doing the b-iying. 

hiternaiional Laie.x next week launches a 12-week push lor its Playtex 
(;!rclles. Schedules call lor clay and night minutes. ^'olUlg S: Riibi(ain i^ 
the agency. '1 be bu\er: A\ Ward, 

General Foods iocla\, 18 February, starts a two-week campaign lor its 
Post (irape Nuts cereal. Prime chain breaks are being used, .^genc \ is 
lienton S: liowles. jerry Waller is the buyer. 

SPOT RADIO BUYS 

DuPoni is readying a test campaign for its new insec ticides product. Oust. 
Starling dale is earb next month for a tentative two-week flight. .Minutes 
will be used. Rinnrill, RcKliesier, is the agency for the accoiuii. Robert 
Knechiel is doing the buying. 

Eiiglaiider Maiirtss is going into II selected maikets beginning next 
week on behalf il its I eiision-Fasc mattress. The campaign is schedided 
lo run thiough 2'> weeks on an alternate-week basis. .Minutes, slotted dni- 
ing daytime segments, will be used. North Advertising, Chicago, is the 
agency. The buyer: Sara Hoyer. ^ 
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Previous NSI reports established KAY-TALL as the outstanding buy in the Shreveport 
Market. NOW-Tall-Tower Coverage delivers MORE homes than ever before - showing 
substantial increases in EVERY tinne-segnnent of the day, SIGN-ON to SIGN-OFF*! Get 
the facts from BLAIR TV! 



M-F 7-9AM 
M-F 9-12N 
M-F 12-3PM 
M-F 3-5PM 
M-F 5-6:30PM 
S-S 6:30-10PM 
S S 10-12PM 



Total 
Homes 
14,800 
23,200 
13,700 
21,200 
42,800 
54,100 
18,500 



% 

Change 
UP 85% 
UP 16% 
UP 7.9% 
UP 33.3% 
UP 27% 
UP 10% 
UP 27.6% 



Channel 



*NSI 11/62 compared to 3/62 




NBC FOR SHREVEPORT 

Walter M. Windsor Gen. Mgr. 
James S. Dugon Sales Mgr. 



Digest 

calls it 



NE OF THE 

FIVE FUTURE 
ERSOF 




WTAR 



It links Tidewater Virgia 
with New York and Miami n 
the fastest, most direct cd 
profitable North-South route n 
America. This new bridge-tun ;l 
will give Eastern indusy 
new and broader access o 
America's markets through 1e 
world's greatest harbor (Hampton Roadt, 

Tidewater is already one of the fast 
growing markets in the U.S. What a pl£ 
to put a new-business dollar— right nc 
TideWTAR is a better way to spell it, a 
the best way to sell 



TELEVISION & RADI 

CBS AFFILIATES FOR NORFOLK-NEWPORT NEWS. VIRGIK\ 

by (EdwardYpetry aYco., tnc.) The Original Station Represent?;! 
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